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Airport revenues come from both aeronautical and non-aeronautical sources. Globally, 
non-aeronautical revenues are becoming increasingly important; they account for half of 
all revenues at airports of which airport retailing contributes a significant part. 
Moreover, airport retailing has experienced a significant change over the last decade 
with an increasing number of product varieties and an augmented shopping experience. 
However, research on the influence of individual journey modes (plane, boat, bus or 
train) – on travel retail in general and airport retailing specifically – is limited as most 
studies have predominantly concentrated on the destination effect. As an example, of 
478 articles published by two of the leading travel and tourism industry journals 
(Journal of Travel Research and Tourism Management) between 2015 and 2017, just 6 
papers related to the airline and airport industry. Within the literature in general most 
prior research on travellers’ shopping behaviour at airports has been mainly descriptive, 
and centred on identifying various shopping types and their underlying motivations. 
Although insightful in identifying the uniqueness of the airport shopping environment, 
this research was predicated on a traditional duty-free shopping environment with fairly 
limited product varieties. 
This thesis is motivated by records at Dubai Duty Free that show, despite the increasing 
product varieties available at the terminals, most travellers shop only at one location, 
usually around their departure gate, within the retail space. Given that more and more 
airports are operating like malls in terms of increasing product varieties, understanding 
how the particular environment of airports affects sequential purchasing (and how to 
enhance it) becomes an important question for both researchers and practitioners. 
Sequential purchasing is not only quite new to the travel retail research community but 
is, as yet, unexplored in an airport context: this thesis, therefore, aims to address this 
research gap in the travel retail literature. While most prior studies on sequential 
purchasing have been conducted in labs with a focus on revealing underlying 
psychological mechanisms, this thesis extends to the field and reveals the contextual 
factors that may also play a role. Prior research experiments did not use basket size, 
multiple choice options and multiple product categories, and often used a homogenous 
customer type (students). Overwhelmingly, sequential purchasing literature has relied 
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on experimental methods and while laboratory experiments are able to create control 
parameters, they lack the dynamics of a real life setting. 
This research contributes to the travel and tourism literature by considering airports as 
part of the travel journey and discovering the impact that the airport context has on 
traveller behaviour, specifically sequential purchasing behaviour. A conceptual model is 
developed that presents elements that have not been previously considered collectively 
including the impact of first purchase expenditure, walking distances, time available for 
sequential shopping, crowding (both human and spatial), travel destination, payment 
type, product involvement (sales assistant input), promotions and product type on 
sequential purchasing in an airport retail environment. The model is tested with data 
from three terminals in Dubai International Airport derived from over 279,000 
passenger boarding cards collected at Dubai Duty Free from 19th–24th October, 2015 
and then integrated with research from travel retail and sequential purchasing literature. 
The results of this research not only offer a significant theoretical contribution to both 
travel retail and sequential purchasing literature, but also have important practical 






The successful management of commercial airport operations is key to an airport’s 
competitiveness (Kim & Shin, 2001) and commercial revenues play a critical role in 
ensuring their ability to finance the ongoing significant capital expenditure required to 
expand capacity to remain commercially viable (Belardini, 2013). Understanding 
passenger shopping behaviour at airports is crucial to driving commercial revenues as 
“[a]irport retailing is the largest market in the broader international travel retail market. 
It includes all retail operations in airports (in departures and arrivals, airside and 
landside)” (PR Newswire, 2017). 
1.2 Airport and Airport Revenues 
Airport revenues come from both aeronautical and non-aeronautical sources. The 
passenger capacity of an airport is a major driver of both commercial and aviation-
related revenues (Fuerst et al., 2011). Aeronautical revenues come from airlines’ direct 
costs such as refuelling and ground handling charges while non-aeronautical revenues 
include food and beverage (F&B), airport retailing, car parks and all non-airline related 
sources of income. Global airport revenues in 2013 reached US$131 billion, of which 
non-aeronautical revenues contributed 39% (ACI, 2015). For some airports non-airline 
income was (and is) the largest source of revenue (Freathy & O'Connell, 1999) and 
global duty free and travel retail sales are expected to reach US$125 billion by 2025 
(Statista, 2018). As the contemporary airport environment is highly competitive, 
airports need to be both attractive and efficient to survive. Thus, non-aviation activities 
such as retail offerings have become extremely important for airports to remain 
financially sustainable (Volkova & Müller, 2012). In addition, the non-aeronautical 
airport community has a wider range of customer groups than just the passengers, 
including not only airport staff but also third parties such as partners, customers and 
suppliers of products and services (Fuerst & Gross, 2018). For over 20 years, airports 
has been facing the pressure to become financially self-sufficient and increase profit 
(Zhang & Zhang, 1997) and this has resulted in the growth of all types of retail 
offerings available to passengers. The evolution of the airport sector from one which 
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provides a transport service to the public to a commercialized operation has allowed 
airports much more freedom to operate (Appold & Kasarda, 2006). 
Expectations are that the worldwide airport retail sector will grow significantly from 
just under US$ 32 billion in 2016 to almost US$ 48 billion in 2021, with cumulative 
average growth in this period of 8.5% with this growth being sustained through both 
traveller growth and personal income along with brands and their prices becoming 
attainable to more customers (PR Newswire, 2016). Demographics at airports such as 
the mix of international travellers, airport area, shop area and the location of the retail 
spaces have been found to impact the commercial performance of airports globally 
(Fuerst & Gross, 2018, p. 123). As airport traffic has increased, airports have also 
become more sophisticated marketplaces with increasing varieties of products and 
services. Dubai Duty Free (DDF) operates in Dubai’s two airports, the smaller Al 
Maktoum International (DWC) and the larger Dubai International (DXB), and had sales 
of US$1.93 billion in 2015 (Dubai Duty Free, 2016). DDF has become the largest duty-
free shop in the world and provides a core source of financial support for Dubai 
International Airport’s expansion plans to grow from a total of 78 million passengers in 
2015 (Government of Dubai Media Office, 2016) to 126 million passengers by 2020 
(UAE interact, 2015). Understanding passengers’ behaviour in the airport retail 
environment, therefore, is critical to increasing non-aeronautical revenues.  
Airport shopping is unlike street or mall shopping in that people are primarily at airports 
to travel (Chung, 2015; Appold & Kasarda, 2006) yet terminal-based stores can 
generate annual sales of up to four times those of non-airport stores (Appold & Kasarda, 
2006; Baron & Wass, 1996). Recognizing this revenue potential, airport operators are 
transforming their airport spaces into appealing retail attractions that can financially 
support and sustain the airport overall (Appold & Kasarda, 2006) and airport 
commercial departments are increasingly trying to encourage passengers to pass through 
security early in the hope that their retail spend will go up as they spend more time in 
the space with the most shops and restaurants (Bohl, 2014, p. 15). Understanding the 
customer experience at airports is key to both improving the passenger journey and 
maximizing the potential returns.  
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1.3 Prior Research on Airports and Airport Retailing 
Prior research on airport retailing in general is limited and most prior studies on 
travellers’ shopping behaviour at airports have been mainly descriptive (Omar & Kent, 
2001; Hsu & Chao, 2005; Bohl, 2014; Crawford & Melewar, 2003; Baron & Wass, 
1996), and centred on identifying various shopping types (Geuens et al., 2004; Freathy 
& O'Connell, 2012) and their underlying motivations. Research on airport shopping has 
revealed the distinctiveness of the airport retailing environment. For instance, unlike 
consumers in a regular shopping environment, a passenger usually goes through what is 
known as the ‘travel stress curve’ (Scholvinck, 2000) where anxiety about getting to the 
airport and through the check-in and security procedures causes stress to rise; this then 
falls when the passenger enters the retail area and is accompanied by a decrease in self-
regulation. This explains why airport shopping is considered the ‘happy hour’ of 
shopping and when passengers are most open to impulse or unplanned purchasing 
(Crawford & Melewar, 2003). In addition, many passengers experience timelessness 
and placelessness (Rowley & Slack, 1999) while travelling through airports, particularly 
when travelling between differing time zones and having to make multiple connections. 
The ‘dwell time’ at the airport, the amount of time after security and before boarding, 
has the most impact on a passenger’s shopping decisions; Castillo-Manzano (2010) 
found that as the waiting time at an airport increases so does the likelihood of 
purchasing and other studies have confirmed that time pressure impacts airport 
shopping (Bowes, 2002; Kim & Kim, 2008; Lin WT & Chen, 2013). Travel and airport 
motivations are specific to the airport shopping environment and local shopping cultures 
(Chung et al., 2013).  
Given that more and more airports are operating like malls with increasing product 
varieties, how to enhance sequential purchasing at airports becomes an intriguing and 
important question for both researchers and practitioners. Prior research on sequential 
purchasing has relied on a number of theoretical foundations. For instance, some studies 
rely on goal-setting theories which examine how a sequence of events transpires and 
how the results of earlier decisions impact later ones through their impact on goal 
targets (Dhar & Simonson, 1999; Gollwitzer, 2012; Brandstätter et al., 2015). Others 
have investigated the phenomenon from a consumer’s self-regulation perspective and 
particularly shed light on the impulsive nature of sequential purchasing. Vohs et al. 
(2008) found making repeated choices depletes regulatory resources as making many 
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choices impairs subsequent self-control. Following the same line of thought, Dholakia 
et al. (2005) proposed the Sequential Mitigation Effect (SME), that is, individuals have 
less likelihood of being impulsive after participating in a impulsive choice task. Still 
others explore the internal mind-set of sequential purchasing. For instance, building 
upon Gollwitzer and Heckhausen’s (1990) theory of implementation and deliberation 
mind-sets, Dhar et al. (2007, p. 179) proposed the ‘Shopping Momentum Effect’ (SME) 
to understand how the first purchase triggers the internal mind-set which in turn 
influences a subsequent choice. In their study, they examine the situation when the two 
choices are unrelated purchases. 
1.4 Research Questions 
This thesis is motivated by the observation at Dubai Duty Free, that, despite the 
increasing product varieties available, most travellers shop at only one location within 
the retail space, usually around their departure gate (Freathy & O'Connell, 1998; 2012; 
Geuens et al., 2004). The sequential purchasing phenomenon is quite new to the travel 
retail research community and, as yet, there is little research on it in this area. In fact, 
the only one that I am aware of that specifically looks at sequential purchasing in an 
airport environment does so in a purely descriptive manner. Also, most prior studies on 
sequential purchasing have been conducted in labs with a focus on revealing underlying 
psychological mechanisms. This thesis aims to fill this gap in the travel retail literature 
and to extend the existing research on sequential purchasing to a new retail environment 
– the airport – and to reveal the contextual factors that may also affect the phenomenon. 
A research model is developed that explains the important factors featured in an airport 
shopping environment that influence sequential purchasing and is then empirically 
tested with data collected from three terminals in Dubai International Airport. 
Specifically, the thesis aims to answer the following research questions:  
What are passengers’ sequential purchasing patterns in a travel retail 
environment? 
and 
What is the impact of contextual factors on travellers’ sequential purchasing in 
a travel retail environment?  
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The research context for this proposal is the airport environment, specifically Dubai 
International (DXB), the largest airport for international traffic in the world. The focus 
of this research is on DDF shops located in the departures area which account for 90% 
of all DDF sales (there is only a single shop in the arrivals area). The results of this 
research not only offer a significant theoretical contribution to both the travel retail and 
sequential purchasing literatures, but also have important implications for practitioners. 
1.5 Theoretical Contribution 
Theoretically there are a number of contributions from this study. As yet, only 
descriptive results are available on sequential purchasing in travel (specifically airport) 
retail research. This thesis attempts to develop a conceptual model that explains the 
important factors found in an airport shopping environment that influence sequential 
purchasing and then empirically tests them with the data collected from three terminals 
in DXB. There is very little research on airports in tourism, travel and travel shopping 
research. For example, this study examined 478 articles from two leading journals in the 
field (Journal of Travel Research and Tourism Management) published between 2015 
and 2017 and found just 6 related to the airline and airport industry. While major 
themes emerged from these articles, such as brand image, destination, economic impact, 
ecotourism, experience, and safety and security, it was surprising that airports, a major 
source of connectivity for travel, had been so little studied. In fact, little is known about 
the transit (especially airports) component of tourism systems (Weaver & Lawton, 
2014) despite the extensive research on tourism and travel generally.  
In addition to the lack of studies on airports in tourism and travel research there is also a 
lack of theoretical foundation in the field itself (Jin et al., 2017). This study uses the two 
major sequential purchasing theories, shopping momentum (SM) and sequential 
mitigation effect (SME), to explain the sequential purchasing behaviour of passengers at 
DXB. This thesis contributes to the travel and tourism literature by considering airports 
as part of the travel journey and discovering the impact that the airport context has on 
traveller behaviour, specifically their sequential purchasing behaviour. 
Prior literature on airport retailing has predominantly focused on shopper types, 
motivations and the airport journey with airport contextual factors and their link with 
shopping outcomes – and sequential shopping in particular – not having as much 
emphasis. Airport environments are highly managed and as such they have become 
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distinct spaces with particular kinds of atmosphere (Urry et al., 2016) that can be very 
different to traditional retail settings. Prior literature has centred around how the airport 
architecture affects passenger movements (Adey, 2008), describing the airport 
atmosphere (Rowley & Slack, 1999) and how atmospherics influence impulse buying 
(Omar & Kent, 2001; Crawford & Melewar, 2003).  
1.6 Conceptual Model 
A conceptual model is constructed and tested using boarding card data to show the links 
between the airport contextual factors (e.g. airport atmosphere, time available for 
sequential shopping, payment type, product type, and walking distance (measured in 
minutes) between the initial point of sale and departure gates, along with shoppers’ 
contemplation of anticipated price differences between DDF and destination (measured 
in terms of destination GDP) and shopping outcomes, links which have been largely 
under-researched in the travel retail literature. This research looks at their impact on 
shopping behaviours in an airport context. 
While most prior studies on sequential purchasing have been conducted in labs with a 
focus on revealing the underlying psychological mechanisms, this thesis extends to the 
field and reveals the contextual factors that may also play a role. The travel retail field 
has tended not to focus on sequential purchasing and especially so in determining what 
factors contribute to the phenomenon in an airport retail setting.  
Airport retailing involves many factors not seen in a traditional retailing environment 
and this research looks at the applicability of existing theory from a regular retail 
environment to a non-regular retail environment and the specific contextual factors 
present. The inclusion of these factors gives a deeper understanding of the sequential 
purchasing phenomenon. Many sequential purchasing theories are based around either 
the sequential mitigation effect (Dholakia et al., 2005; Mukhopadhyay et al., 2008; 
Sultan, 2012) or shopping momentum (Gollwitzer & Heckhausen, 1990; Gollwitzer, 
2012; Dhar et al., 2007; Brandstätter et al., 2015; Hoch & Loewenstein, 1991). In the 
conceptualization of both shopping momentum (Dhar et al., 2007) and SME (Dholakia 
et al., 2005) time was not a factor in the experiments: the subsequent choice (Choice 2 
or C2) happened immediately after the first (Choice 1 or C1). However, in a real life 
scenario Choice 2 occurs after varying intervals of time from Choice 1 and research has 
shown that resources replenish over time (Tyler & Burns, 2008; Muraven & 
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Baumeister, 2000). This research takes into account the time interval between Choice 1 
and Choice 2, in addition to time available for sequential shopping along with other 
factors such as distance (in time) between Choice 1 shop and departure gate, destination 
of travel and levels of crowding. 
Prior research involved experiments which did not look closely at basket size, multiple 
choice options and multiple product categories and used a homogenous customer type 
(students). The sequential purchasing literature has overwhelmingly relied on 
experimental methods and while laboratory experiments are able to create control 
parameters, they lack the dynamics of a real-life setting. The data collected from DDF is 
independent boarding card data from passengers, over six days in October 2015. Prior 
studies involved the choice of a single unit of purchase which was subject to a ‘yes/no’ 
purchase decision. However, in a real life situation, most shopping trips involve 
deciding to purchase one or more items, putting them in a basket and then proceeding to 
the point of sale to pay. This research takes the work of Dhar and Simonson (1999) 
further by looking at real life purchasing situations in a retail environment at DDF. 
Items in the basket may be both complementary and non-complementary and are chosen 
for a variety of reasons, both planned and impulsive. A real life shopping situation 
rarely involves an ‘either/or’ type of decision. This study looks at each shopping 
moment, i.e. Choice 1, when a basket was brought to a point of sale, regardless of the 
amount of units in the basket, and the effect it has on Choice 2. 
This research expands the work on shopping momentum by examining it in a real 
setting with a wide range of products. Dhar et al. (2007, p. 370) describe shopping 
momentum as occurring “when an initial purchase provides a psychological impulse 
that enhances the purchase of a second, unrelated product”. Most of the previous studies 
around product type studied individual product characteristics of purchases of just one 
item in a basket (Hirschman and Holbrook, 1982; Batra and Ahtola, 1991; Mano and 
Oliver, 1993). Unlike studies examining shopping momentum in a lab setting, this thesis 
demonstrates that shopping momentum seems also relevant in explaining multiple 
purchases of various items that may or may not be related. Additionally, this study will 
look at the amount of product involvement, that is, the amount of time a passenger 
spends interacting with a sales assistant, in the purchase of differing product categories. 
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1.7 Practical Contributions 
From a practical perspective the results of this study highlight specific areas that 
retailers can focus on to encourage sequential purchasing; when sequential purchasing 
did take place it happened relatively quickly, therefore retailers need to incentivize 
shoppers to shop a second time. As the level of expenditure increases, the impact on 
instances of C2 is positive for both instances and expenditure and, practically speaking, 
this means that airport retailers will want to encourage an initial high spend. As dwell 
time at the airport increases so does the positive impact on both the instances and 
expenditure of C2, therefore the airport and retailers need to work together to ensure 
that procedures that reduce dwell time are minimized. As the walking distance from C1 
to the departure gate (measured in time) increases, it will have a positive impact on both 
instances and the expenditure of C2 as it will encourage passengers to navigate and 
experience more of the retail area, enhancing the chance that they will see something 
they wish to purchase. I show that as the GDP of travellers’ destinations increases in 
relation to the departure point, it will bring into play considerations of price and 
currency comparability, along with the contemplation and consideration of budget and 
payment issues. It is this deliberation process that can interrupt shopping momentum 
and negatively impact expenditure at C2 and it is therefore important to position and 
tailor the retail environment to specific passengers based on their destination.  
The ‘right’ amount of human crowding in the store has a positive impact on instances of 
C2 and it is therefore in the interest of retailers to manage the level of human presence. 
Spatial crowding, however, has a negative impact on C2 and so it is in retailers’ 
interests to ensure streamlined product and merchandising displays. As the results show, 
C1 products that require high product involvement have a positive impact on both 
instances and expenditure of C2, thus sales assistants should have the best customer 
service training possible. Payment by bank card (approximately 55% of all purchases) 
for C1 is shown to positively impact instances of C2; retailers should thus work with 
bank card providers to encourage this type of payment. This research shows that 
utilitarian purchases at C1 have a positive impact on instances of C2; it is therefore in 
the interest of airport retailers to emphasize the utilitarian elements of all purchases, be 
they hedonic or utilitarian, at the first purchase. 
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1.8 Thesis Overview 
The thesis’ organization flow is detailed in Figure 1.1. Chapter 2 is the literature review 
and starts with a review of the tourism and travel retail shopping literature, going on to 
the travel retail landscape overall before specifically looking at travel retail in airports; 
it then gives an overview of Dubai International Airport (DXB) and Dubai Duty Free 
(DDF). The chapter continues with a review of the sequential purchasing literature and 
finishes with a critical review of all the literature examined. Chapter 3 outlines the 
conceptual development and hypotheses while Chapter 4 discusses the methodology 
used in this research. Chapter 5 outlines the analysis of the data and details the results 
while Chapter 6 has a full discussion on the findings and their contribution. Chapter 7 
gives the conclusions of this research study, acknowledges its limitations and offers 
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2. Literature Review 
The literature on travel retail and specifically airport retailing is not as extensive as that 
on non-airport retailing. As such this chapter is a thematic literature review organized 
around the airport duty-free retail environment.  
2.1 Tourism 
As airports compete to become destinations in their own right, the experience within 
airports is a very important part of the passenger travel journey. This section gives an 
overview of tourism literature as it pertains to passenger shopping behaviour at airports, 
such as tourism shopping and the shopping environment. 
2.1.1 Tourism Literature 
Tourism was described by Leiper (1979, p. 404) as “the discretionary travel and 
temporary stay of persons away from their usual place of residence”. The amount that 
tourists spend while on holiday can be a major source of income for an economy 
(Heung & Cheng, 2000) and, in many cases, a vital contribution to the gross domestic 
product (GDP) (Kattiyapornpong & Miller, 2012) of a country. 
Research on tourism covers many types of tourism that includes many variations 
(Marcussen, 2014); some studies focus on the impact of destinations, how travellers 
experience destinations, such as destination positioning (Li et al., 2012), and the impact 
of destination imaging and destination competitiveness (Kayar & Kozak, 2010). Others 
focus on the travellers’ needs and experience. For instance, depending upon the purpose 
of the travel, differing types of tourism have been investigated, such as special needs 
tourism for people with disabilities (Szaszák et al., 2017), sustainable tourism (Merzic 
et al., 2016), medical tourism (Khan et al., 2016; Moghavvemi, 2017), nature and eco-
tourism (Komppula & Sunni, 2013; Fyhri et al., 2009; Cordente-Rodríguez et al., 2014), 
food tourism (de Jong & Varley, 2017) and, more importantly in recent years, the 
growth of e-tourism (Hern et al., 2015; Plumed-Lasarte, 2014). In such studies, tourist 
behaviours (Hadjikakou et al., 2015); and the overall trip experience itself, such as 
tourist happiness (Bimonte & Faralla, 2012; Becken & Simmons, 2008; Mehmetoglu, 
2004) have been examined. 
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For many travellers, their anticipation of the destination they are travelling to will 
impact both their motivation to experience the destination and how they feel about it 
(Hsu et al., 2010). When planning their trip many will include shopping as part of their 
overall trip experience and will allocate time for this activity – and many destinations 
realize the benefit of shopping as an attraction to entice tourists (Timothy & Butler, 
1995). Indeed, these destinations actively position their shopping brands, image and 
customer loyalty schemes specifically to attract tourist spend (Wong & Lam, 2016). 
While destinations can position shopping as a key attraction they need to be aware of 
the demographic differences among tourists, particularly in terms of differing cultural 
behaviours (Rosenbaum & Spears, 2005).  
Tourists travelling by air see airports as both necessary for their travel but at the same 
time an inconvenience, given that travellers would rather spend as little time in transit as 
possible (Weaver & Lawton, 2014). However, the differences between transit and 
destination are becoming increasingly less distinct (Tang et al., 2017) as airports strive 
to become destinations in their own right. As yet, little research has been done on 
travellers’ behaviours and experiences at airports and the opportunity to encourage 
passengers to interact with the airport space to encourage a positive experience in this 
environment is not being maximized. While there are a raft of tourism-related journals, 
two of the most highly ranked are the Journal of Travel Research and Tourism 
Management. A review of the 478 papers published in these two journals between 2015 
and 2017 showed only 6 (see Figure 2.1 and Table 2.1 below) were related to the airline 
and airport industry. The major themes from these journals are summarized below and a 






Figure 2.1: Summary of Articles from the Journal of Travel Research & Tourism Management, 
2015 to 2017 
As can be seen in Figure 2.1 none of the articles published relate to passengers at an 
airport or their retail experience travelling through an airport. This thesis will try to 
address this gap in the travel retail research by examining passenger behaviour with 
regard to purchase outcomes in an airport environment. 
Table 2.1: Summary of Airport/Airline Related Articles 
Travellers’ switching behaviour in the airline industry from the 
perspective of the push-pull-mooring framework. 
Jung et al., 2017 
Targeting leisure and business passengers with un-segmented pricing. Alderighi et al., 2016b 
Air passenger duties as strategic tourism taxation. Álvarez-Albelo et al., 2017 
Passenger recovery after an airport closure at tourist destinations: a case 
study of Palma de Mallorca airport. 
Voltes-Dorta et al., 2017 
A mediation model of air travelers’ voluntary climate action. Choi et al., 2015 
An exploratory study about obese people’s flight experience. Poria and Beal, 2016 
2.1.2 Travel Retail and Shopping 
Shopping, for many travellers, particularly those on holiday, is viewed more and more 
as a planned activity as part of their trip (Timothy & Butler, 1995) and this section 
focuses on this theme and examines the status of tourism research. Jin et al. (2017) 
carried out a review of the literature on tourist shopping between 2000 and 2015, using 
88 articles to systematically analyze the research. There is an absence of theoretical 
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bases in tourist shopping research and just 25% of the 88 journal articles reviewed make 
a specific reference to a theory, or even a model/paradigm, to underscore their research. 
Despite shopping being a crucial part of a tourist’s experience (Correia & Kozak, 2016), 
research to date has tended not to look at retailing factors and their impact on travellers’ 
shopping but rather at areas such as the retailing mix (Litvin & Rosene, 2016), tourist 
shopping experience (Correia & Kozak, 2016) and tourist shopping attitudes (Choi et 
al., 2016). Generally, research on travel retail tends to look at retail shopping outlets as 
having few differences across tourist and non-tourist segments and as a result does not 
consider the behaviours and motivations of travellers in travel retail stores (Wong & 
Lam, 2016).  
Jin et al.’s (2017) research on the shopping environments used by tourists found that as 
the shopping landscape continues to evolve along with developments in the tourist 
industry new types of shopping environments are popping up globally – for example, 
heritage sites, shopping malls, souvenir stores and festivals and events. While shopping 
malls have grown in popularity amongst tourists they can have a sense of placelessness 
in the destination being explored (Shim & Santos, 2014); local shopping areas at 
destinations, however, provide a sense of place particular to that individual destination 
(Wu et al., 2014) with the stimuli particular to that locality adding to the unique 
atmosphere experienced by tourists (Ackerman & Walker, 2012). These types of 
shopping environments have been found to impact tourist emotions, behaviours and 
values (Jin et al., 2017). Airports resemble shopping malls in that they have been 
described as having a “sense of timelessness and placelessness” (Rowley & Slack, 
1999, p. 363), yet at the same time they can also offer differences in terms of unique 
features such as references to their heritage, in the same way as local shopping settings 
at the destinations being visited (Shim & Santos, 2014). 
The impact of store appeal in tourist retailing has become a focus in some research with, 
for example, Heung and Cheng (2000) focusing on in-store stimuli such as lighting and 
displays along with the overall customer service experience while Guo and Wang 
(2009) found that merchandise quality positively impacts the shopping behaviour of 
those travellers who shop. In addition, Wong and Cheng (2014) found that a favourable 
image impacts tourists’ desire for souvenirs, while authenticity is a factor when 
shopping overseas (Dmitrovic & Vida, 2007) along with price (Dmitrovic & Vida, 
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2007; Wang, 2004; Timothy & Butler, 1995). However, while price is a consideration, 
it is interesting to note that travellers do not seem to factor the cost of shopping into 
their overall travel budget when travelling overseas (Piron, 2002). This offers an 
opportunity for travel retailers to encourage tourists to shop and Yüksel (2007) found 
that when the overall shopping environment was both positive and stimulating, tourists 
were open to shopping more than they had originally intended.  
2.2 The Travel Retail Landscape 
This section examines the travel retail landscape from a global and from a Middle East 
perspective and also the importance of airport commercial revenues (non-aeronautical 
revenue) to the viability and success of airports. Airports have to keep their aeronautical 
charges low in order to attract airlines and thus need to maximize their returns from 
non-aeronautical sources, which overwhelmingly come from travel retail sources. This 
section will firstly provide an overview of travel retail, then the importance of airport 
commercial revenues, and finally will look at DIA (i.e. both Dubai International and Al 
Maktoum International) and DDF. 
An increased emphasis on commercial revenues worldwide at airports has seen a large 
increase in retail outlets. At European airports this emphasis started with the abolition of 
duty free for travel within the European Union (EU) community in 1999 (Gebauer et al., 
2005): airport retailers had to redefine their retail offerings at airports and many worked 
with the airport operators and suppliers to offer competitive prices compared to the 
domestic market. The development of these relationships was key to both the survival 
and competitiveness of travel retail with the recognition of how important these 
revenues are to airport operators (Freathy & O'Connell, 1999); airports worldwide are 
investing heavily in airport retailing (World Market Intelligence, 2015; The Free 
Library, 2015; Ramchandani, 2015).  
2.2.1 Air Travel Retail: An Overview 
There are many types of transport that tourists use when getting to their destination such 
as road, rail and air. While rail has the least impact on tourism, air transport is a large 
influencer (Khan et al., 2017). Almost three-quarters of tourists who travel on 
international trips get to their destinations using air travel (Air Transport Action Group, 
2017; Tang et al., 2017). Demand for air travel is increasing in line with more attractive 
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pricing and better connections (Zajac, 2016); as a result, the use of air transport is now 
an important part of the transit journey and airports as commercial entities play a vital 
role in the link between tourists and transportation (Tang et al., 2017; Page, 2005). 
 “[G]lobal passenger traffic results for 2015 show demand (revenue passenger 
kilometers or RPKs) rose 6.5% for the full year compared to 2014. This was the 
strongest result since the post-Global Financial Crisis rebound in 2010 ... Middle East 
carriers had the strongest annual traffic growth at 10.5%” (IATA, 2016). From 2010 to 
2016 passenger traffic increased across six of the seven global traffic regions (Paylor, 
2017). Travel retail is particularly significant for the luxury retail market and it is 
calculated that the travel retail segment accounts for almost 15% of its worldwide 
market (Mellery-Pratt, 2014). 
Airports worldwide are recognizing that they cannot rely on aeronautical revenues alone 
and, according to Angela Gittens, Director General of Airports Council International:  
The airport revenue model is becoming increasingly diversified and 
sophisticated…Airport operators have moved beyond being mere infrastructure 
providers for aeronautical activities to varied and far-reaching enterprises. 
Commercial or non-aeronautical sources of income such as retail concessions 
and car parking contribute to the diversification in an airport’s income portfolio 
and provide an additional cushion during adverse economic times.  
(ACI, 2016) 
Market research analysts predict that the global airport non-aeronautical revenue market 
will grow steadily during the next four years and post a cumulative average growth rate 
(CAGR) of close to 9% by 2021 (Technavio, 2017). Almost 39% of all airport revenue 
is from non-aeronautical sources (ACI, 2015). Airports in the Middle East are investing 
heavily and according to the Centre for Asia Pacific Aviation (CAPA) there is 
“US$32.7 billion worth of airport investments underway or planned in the UAE [United 
Arab Emirates] alone” (AMEinfo, 2016).  
In 2015, DXB was the biggest airport in the world for international passenger traffic (it 
has no domestic traffic), up 10.7% from the previous year as additional airlines used 
DXB and routes were increased by Emirates Airline (The Hindu Business Line, 2016). 
Atlanta is the largest for both international and domestic passengers (Airport World, 
2015). Total traffic at both of Dubai’s airports (Dubai International and Al Maktoum 
International) is expected to exceed 126 million by 2020 and 200 million by 2030 (El 
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Gazzar, 2015). DDF had sales of US$1.93 billion in 2015 which made it the largest 
airport travel retailer globally (Dubai Duty Free, 2016). 
2.2.2 Airport Revenues 
The traditional airport model has been built around revenues from both airline and 
passenger traffic and, as these two drivers have increased the numbers – and therefore 
choice – of airports to use, airport charges have had to remain competitive. As a result 
airports have had to look at other sources of income, predominantly focusing on non-
aeronautical sources such as airport retailing (Frost & Sullivan, 2015) in response to 
governmental pressures that they becoming financially self sustaining as commercial 
entities of their own (Zhang & Zhang, 1997). Tovar and Martín-Cejas (2009), in their 
study of Spanish airports, found that those airports that increased their proportion of 
international (as opposed to domestic) passenger traffic also saw their commercial 
revenues increase. 
Governments have benefited from the increased positive performance of the air travel 
industry. As can be seen in Figure 2.2, tax revenues and jobs supported by the airline 
industry continue to increase steadily. IATA’s 2014 end of year report stated that 
“[a]irlines and their customers are forecast to generate $125 billion [globally] in tax 
revenues next year. That’s the equivalent of almost 50% of the industry’s GVA (Gross 
Value Added, which is the firm-level equivalent to GDP), paid to governments in 
payroll, social security, corporate and product taxes.… in addition, the industry 
continues to create high value added jobs” (IATA, 2014a, p. 2). 
 
Figure 2.2: Tax Revenue and Global Supply Chain Jobs Supported 
(IATA, 2014a, p. 2) 
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Aviation is a large contributer to the job market with an estimated 58 million jobs in the 
industry and provides around US$2.4 trillion in economic benefits. It is estimated that 
by 2034 these numbers will rise to 105 million and US$6 trillion respectively; the 
Middle East is expected to grow close to 5% in this period with estimates of 237 million 
passengers annually (IATA, 2014b). 
As a measurement metric of non-organic growth in airport travel retail it is important 
for retail growth to outpace growth in passengers at larger airports. Size does matter at 
airports. Due to the large airport concessions fees that retailers have to pay they need 
large volumes of passengers to ensure their business models; airports that have volumes 
of less than 10 million passengers have lower revenues from non-aeronautical sources 
that larger ones according to Graham (2006, 2009). Larger airports are also able to offer 
a wider product offering in terms of both retail and other services due to the larger 
throughput of passengers, the higher spends seen and the greater percentage of 
international traffic (Volkova & Müller, 2012).  
Non-aeronautical revenues, including travel retail revenues, are the subject of increasing 
focus by airport operators wishing to grow their overall revenues. Figure 2.3 shows the 
main sources of non-aeronautical revenue as reported by the International Civil 
Aviation Organization (ICAO, 2015). Revenues from airport retailing are developing 
and expanding and the way that airports generate revenue are changing from more 
traditional models (Mellery-Pratt, 2014). Increasingly, aeronautical revenue is no longer 
the biggest source of airport revenue, resulting in an increase in the space allocation for 





Figure 2.3: Non-aeronautical Income by Source 
(ICAO, 2015, p. 9) 
The management of airports is changing as a direct result of their evolution; airport 
numbers and their competitive demands, along with the efficiencies required by both the 
long-haul and low-cost air travel markets, have emphasised the need for airports to grow 
non-aeronautical income to remain commercially competitive (Lyon & Francis, 2006). 
Moreover, growth in the airport retailing market comes from a rise in the affordability 
of air travel, increasing incomes and tourism industry growth (Markets & Markets, 
2017). Globally, the distribution of airport travel retail income varies, with revenues 
from duty free being a predominant source for non-aeronautical revenues in Europe but 
not as significant in the US. This is largely due to the predominance of domestic air 
travel, proportionately, in the US air travel market. While the US has opportunities to 
grow this segment through increased specialisation, its airports’ food and beverage sales 
account for the biggest portion of non-aeronautical revenues (Volkova & Müller, 2012). 
Excluding revenues from car parking (average of 142 airport terminals in 2008) 
(Volkova & Müller, 2012), the global split of non-aeronautical revenues shows that the 





Figure 2.4: Non-aeronautical Revenue Mix in US Airports 
(Volkova & Müller, 2012, p. 293) 
The attractiveness and economic impact of non-aeronautical income will be a function 
of where the airport is located, how much competition it is experiencing from other 
airports and the level of development at the airport itself. These factors and how the 
airport is run will directly impact local businesses, both directly and indirectly 
(Morrison, 2009). The evolution of the air travel industry in terms of price, accessibility 
and consumption are also directly impacting how airports operate and how they are 
perceived by passengers (Papatheodorou & Lei, 2006; Graham, 2009; Castillo-
Manzano, 2010). As a result, the search for revenue maximization has moved from the 
reliance on aeronautical related revenues to non-aeronautical sources (Morrison, 2009; 
Edwards, 2005). Today, airports have grown their non-aeronautical revenues and 
increasingly rely on them as an income source; for many they account for more than 
50% of all airport revenues (Fasone et al., 2016). 
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2.2.3 Dubai International Airport and Dubai Duty Free 
Dubai International (DXB) is the world’s number one hub1 for international traffic; over 
83.5 million passengers passed through the airport in 2016, a 7% increase from 2015. 
Over 90 airlines connect through DXB to more than 240 destinations and it is the home 
airport of Emirates and flydubai. Cargo volumes also increased from 2015 to 2016, 
although not as much as passenger traffic (Government of Dubai Media Office, 2016). 
DXB consists of three terminals and Terminal 1 had a second concourse (Concourse D) 
added in 2016 at a cost of US$ 1.2 billion (Dubai Airports, 2016a). Al Maktoum 
International is Dubai’s second airport and is located 70 kms from DXB. 
Airport development costs and financing have been affected by the changes in the 
dynamics of the aviation industry (US Government Accountability Office, 2014); for 
example, passenger numbers at the two Dubai airports are projected to exceed 126 
million by 2020, rising to 200 million passengers by 2030. As a result the Dubai 
Government is investing US$7.8 billion to increase handling capacity at DXB (CAPA, 
2015) as part of its Strategic Plan 2020 (SP2020). DDF raised unsecured debt financing 
in 2012 and 2013 of US$ 1.75 billion and US$ 750 million respectively, to contribute 
towards the US$ 7.8 billion needed for SP2020. Both loans were raised based on the 
future cash flows from DDF’s retail activities (non-aeronautical revenues). 
Globally, for the year 2014 income from non-aeronautical sources grew 15% compared 
to 2014 and made up 53% of all corporate income, whereas aeronautical income grew 
7% and the balance of all airport income (47%) (Cornwell, 2015b). At DXB, income 
from non-aeronautical sources includes sales from food and beverage outlets, car 
parking, advertising opportunities within the airport and lounge leases. Dubai Airports 
is committed to growing its non-aeronautical revenues and its strategy is to increase the 
level of income from additional non-aeronautical sources in order to keep aeronautical 
charges competitive in the coming years (Cornwell, 2015a) and according to Paul 
Griffiths, CEO of Dubai Airports, non-aeronautical revenues are predicted to grow 
faster  than aeronautical income over the next decade (Cornwell, 2015a).  
                                                 




2.3 Travel Retail at Airports 
Travellers’ expectations have increased over the years (Harrison et al., 2015; Deillon, 
2013; Harrison et al., 2012) and, as retail offerings at airports have grown, so have the 
number of studies on airports themselves (Ferrer-Rosell & Coenders, 2017; Fuerst & 
Gross, 2018). However, while there are many studies of retail shopping environments in 
a non-airport environment (Alavi et al., 2016; Trévinal, 2013; Kim et al., 2015) which 
may also apply to retailing in an airport setting, the amount of studies on airport 
retailing is relatively scant, in comparison. The primary purpose of an individual in an 
airport is to complete a journey and therefore shopping is seen as secondary. This 
section examines the existing literature on shopping at airports and how the airport 
infrastructure and the passenger journey through the airport combine to create a unique 
retail experience that, while it has similarities with conventional retail, also has many 
differences that are unique to the airport environment. The section begins with a look at 
the airport environment from a retail perspective, followed by the shopping journey 
itself. It then looks at shopping behaviours at airports (nationality, demographics, 
motives and typology, impact of airport retailing and impulsive buying) and finally 
gives an overview of DXB shopper profiles.  
Leisure activities at an airport (such as duty free shopping and food and beverage) are 
the main source of commercial revenues at airports and for passengers may make their 
airport experience a more enjoyable one. Passengers may be sensitive to time at an 
airport and this will impact how they engage with the airport environment (Harrison et 
al., 2015); the focus of the airport operator should be on how to optimize revenues from 
passengers during the time they are a ‘captive audience’ at the airport. The motivations 
for how passengers interact with an airport’s commercial offerings vary (Crawford & 
Melewar, 2003; Hausman, 2000; Omar & Kent, 2001; Thomas, 1997). For example, 
how much travellers are motivated by price and quality will impact their luxury 
shopping behaviours. Airport operators who recognize how their passengers are 
motivated to shop can increase sales by creating atmospheres and environments which 
enhances travellers’ motivation to shop. Three predominant groups of travellers are 
found in airports: the shopping traveller, the browsing traveller and the fast-track 
traveller (Omar & Kent, 2001) and, for airport operators, knowing how each segment 
navigates the airport space allows them to target each group to encourage them to use 
their time to shop (Lin YH & Chen, 2013). 
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2.3.1 Airports as Retail Environments  
Airports as retail spaces are very different to traditional retail environments because of 
their unique environment and the processes that passengers experience. Although 
shopping in airport and non-airport spaces shares many similarities and motivations, 
travel and airport motivations differ. They are affected by the airport shopping 
environment and local shopping cultures (Chung et al., 2013), and a large range of 
motivations: “functional, experiential, airport atmosphere and airport infrastructure 
related motivations” (Geuens et al., 2004, p. 615). Compared with daily shopping 
activities in traditional retail spaces the airport provides an altogether different space 
and atmosphere that may trigger shopping motivations that differ from those in non-
airport shopping environments (Lin YH & Chen, 2013) and the influence of the airport 
setting combined with the trip being taken have been found to be a factor for many 
passengers making a purchase at the airport (Baron & Wass, 1996). 
The overall journey to be taken and the departure journey through the airport (the 
check-in process, security and, in some countries, immigration) creates an environment 
that is very different to that experienced when shopping in a non-airport setting 
(Crawford & Melewar, 2003). Crawford and Melewar (2003, p. 90) referred to Thomas’ 
(1997) findings of shifts in emotion (increases in stress levels and also excitement and 
anticipation) as a result of being outside of normal routine that impact buying 
behaviour, summarizing “... on receipt of their boarding pass, stress levels lower but 
excitement remains high. She refers to this period of high excitement as the ‘happy 
hour’, suggesting that shopping at the airport is all about manipulating this happy hour” 
and going on to say that “[t]he unique frame of mind of passengers is clearly visible in 
the ‘travel stress curve’ developed by Scholvinck”. Figure 2.5 shows the various 
changes in stress levels at each point in the airport journey and pinpoints the time 
between the immigration process and flight departure as the period when passengers are 
a ‘captive audience’. According to Omar and Kent (2001), passengers at the airport are 
a captive audience with high expectations and few activities to occupy them other than 




Figure 2.5: The Travel Stress Curve 
(Crawford & Melewar, 2003, p. 90) 
Airports can evoke a sense of timelessness and placelessness which may be experienced 
by travellers in transit, particularly those making an international journey. Rowley and 
Slack (1999) found that passengers experienced a level of sameness in the airport 
environment, although this could be moderated by the use of cultural heritage features 
particular to each airport. At DXB the use of Arabic design features serves to soften the 
sense of placelessness and DDF operates a ‘Gifts from Dubai’ section dedicated to 
souvenirs from and products unique to Dubai and the United Arab Emirates (UAE) that 
cannot be purchased anywhere else. Geuens (2004) also found that airport atmosphere 
and infrastructure can serve to heighten the airport travel experience and make tourists 
feel out of place.  
Referencing Newman and Lloyd-Jones (1999), Omar and Kent (2001) agree that, unlike 
shoppers in a conventional retail environment, travellers tend to feel a certain level of 
anxiety or anticipation related to their trip. This is one of the reasons why airport 
retailing environments differ from conventional ones and retailers’ approach to the two 
types of environment will also need to differ. Freathy and O’Connell (2012) found that 
the majority of purchases made in an airport retail setting are planned in advance and 
for certain categories (e.g. liquor and perfume and cosmetics) passengers spent more 
than they initially planned. Knowing that travellers both experience stress and 
anticipation related to their trip and also plan in advance, retailers should create 
environments which help to reduce any negative emotions while at the same time create 
enough excitement to motivate shoppers to spend more than planned (Crawford & 
Melewar, 2003), but having a greater understanding of passenger shopping behaviours 
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in the airport is key. Stasiulevicuis, founder of Counter Intelligence Retail, writes that it 
is a myth that most people who enter a store make a purchase. Highlights of his findings 
are: 
• 20 per cent of ‘shoppers’ visit stores with absolutely no intention of 
buying. 
• Branded displays can play a significant role in navigation and 
observation. 
• Middle East passengers are least likely to understand their duty-free 
allowance. Over one quarter will buy within the airport every time they 
fly, compared with just over 15% of European passengers. 
• Tobacco performs strongly in converting category shoppers into buyers. 
This performance is driven by the highly planned nature of the tobacco 
purchase, combined with brand loyalty. 
• In adjacent categories, conversion of shoppers to buyers averages at one-
third.  
• Buyers of tobacco and wines and spirits have demonstrated their greater 
propensity to spend. Buyers of these two categories are most likely to 
buy more than one product. 
• Buyers of confectionery and fine foods have lower spend levels ... but 
have strong penetration and conversion levels ... demonstrates is huge 
contribution to travel retail sales. 
(2012, pp. 220-221) 
How passengers behave in the airport retail space is very different to how they interact 
with a non-airport retail setting. The airport shopping journey is examined in the next 
section.  
2.3.2 The Airport Shopping Journey 
The airport shopping journey is directly influenced by the impact of the airport journey 
itself. As was seen in the travel stress curve shown in Figure 2.5 a passenger goes 
through various stages: these include the time a passenger leaves home, parks their car, 
checks-in, goes through immigration and security and the time before the boarding 
process. All of these different stages directly impact on how a passenger is feeling and 
the differing levels of stress impact their purchasing behaviour. Other factors, such as 
tiredness, whether passengers have planned to shop in advance, dwell time at the airport 
and impulse levels, also all have a direct impact on the airport shopping journey 
(Scholvinck, 2000; Crawford & Melewar, 2003).  
DXB is the largest airport globally for international travel (Dubai Airports, 2017) and 
many of the passengers travelling through the airport are transiting from and to other 
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locations. Tiredness and having to connect to an onward flight have both been shown to 
have a negative impact on a passenger’s making a purchase and the amount of 
expenditure (Castillo-Manzano, 2010; Graham, 2014). However, the longer a passenger 
spends at the airport the more likely they are to consume, and the reason for the trip 
directly impacts expenditure with vacationers generally spending more than business 
travellers although it has been found that when passengers have under 45 minutes to 
boarding time those passenger travelling for business spend more than those travelling 
for leisure (Torres et al., 2005); otherwise business travellers exhibit very little 
differences from other travellers (Dresner, 2006).  
Baron and Wass (1996) found that, despite impulse purchasing happening as a result of 
the impact of airport contextual factors, the predominance of browsing and shopping 
behaviours are ones that are planned ahead of the trip to the airport and are viewed as 
part of the overall trip experience. The result of their work is a model showing 
passenger behaviours in an airport environment (see Figure 2.6). Freathy and O’Connell 
(2012) found the majority of passengers pre-plan shopping (70%), are more open to 
shop if they have browsing time and will then browse if they do (80%) which converts 
to an actual purchase (90%) with many making impulse purchases (40%). In the context 
of these findings it is interesting to observe Figure 2.6 which looks further than just the 
airport setting, including the pre-airport planning for shopping and the influence of the 





Figure 2.6: Shopping Behaviour of Airport Leisure Travellers 
(Baron & Wass, 1996, p. 316) 
At DXB the average dwell time is four and a half hours as a result of the high level of 
transit passengers (up to 60% of Emirates flights alone). How passengers experience 
retail at airports will be influenced by their travel journey through the airport 
experience. This type of experience is very different to that of a non-retail airport 
experience where the customer is not captive in the retail operation space. 
2.3.3 Shopping Behaviour at an Airport  
Passenger nationality, typology, motives, demographics, the airport context, 
impulsiveness and factors related to airport retailing all impact the shopping behaviours 
of passengers at airports and are examined in the following sections.  
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Shifting Patterns in Nationality of Shoppers and their Shopping Behaviour  
Responding to economic and political shifts, the nationality of passengers travelling 
through an airport can change dramatically. In recent years this has been particularly 
noticeable in, for example, the lifting of restrictions on Chinese travellers overseas, and 
the fall of the ruble and its impact on the ability of Russians to travel and their spending 
levels. The weakening of the euro has had a direct impact on countries such as the UAE 
whose currency is pegged to the US dollar. The impact of these factors on domestic 
non-airport retailing and on airport retailing is different. Global currency movements 
directly impact those nationalities that travel and how much they spend when they do. 
Bian and Forsythe (2012) found that cultural attitudes can impact purchase behaviour as 
differing societies views about luxury branded products can have a positive impact on 
the decision to make a purchase through the impact on their affective attitude; in their 
research they found that travellers from both the United States and China were more 
determined to purchase those luxury brands that had a tie up between how they 
perceived a brand and how they believed others perceived that same brand. 
Figure 2.7 shows 2015’s top twelve countries in terms of number of airline passengers, 
with US airlines transporting more than 798 million air passengers on their flights to 
destinations worldwide (Statista, 2017). However, the demographics of travel retail 
continue to change. Pre-2006, Americans and Japanese were the leaders in air travel, 
followed by the rise in Chinese and Russian travel, with the GDP per capita of each 
country influencing spend. As the GDP per capita of a country begins to grow and 
people’s disposable income increases they are more open to taking trips and shopping 
on said trip. Over 80% of Chinese travellers, 56% of Middle Eastern and 48% of 
Russian travellers reported being able to shop as their main priority (Mellery-Pratt, 
2014). As of 2016, China has had 7 years of outbound travel expenditure growth of over 
20% with the Asia Pacific market in 2016 contributing US$2.3 trillion in direct travel 
and tourism related GDP, up 6.1% on 2015. The Asia Pacific region saw the highest 
growth globally in 2016 compared to Europe (2%), the Americas (2.4%) and Africa and 




Figure 2.7: Number of Passengers on Airlines Worldwide in 2015 
(Statista, 2017) 
Tovar and Martin-Cejas (2009) noted that non-aeronautical revenues increase in line 
with growth in international traffic and hub airports should see more international traffic 
growth than smaller airports. The growth of low-cost carriers (LCC) has made travel 
more affordable for many; however, Papatheodorou and Lei (2006) discovered that their 
non-aeronautical contribution is quite low and Castillo-Manzano (2010) also found 
LCC passenger spend to be below that of non-LLC passengers.  
At DDF, in the 1980s, Russians were the big spenders and had an appetite for luxury 
goods, particularly fur fashion which, given the location of Dubai, was not a product 
that had been sold before. In the 1990s, Koreans were the top spenders but were then 
overtaken in the early 2000s by Russians again. This stopped, however, with the fall of 
the Russian ruble in 2015. In 2015 and 2016 the Chinese spent the most per passenger; 
although they account for just over 3% of passengers at DDF, they contribute 12% of 
the overall revenue. When they enter a shop they tend to buy and spend more than other 
nationalities and browse less.  
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Passenger Demographics and the Airport Context  
Shopping demographics are significant for retailers when targeting their products and 
services at different customer bases. However, at an airport, factors such as dwell time, 
time pressure, mode of travel and class of travel impact passenger behaviour in ways 
that are not the case in a non-airport retail environment.  
Gender 
Some research has found gender differences in airport behaviours. It has been found that 
male airport travellers tend to require more information while at an airport than females 
(Chung et al., 2013) yet female airport travellers have a larger appetitive for products 
that have entertainment value than (Perng et al., 2010), although Castillo-Manzano 
(2010), for example, did not find gender as a variable to be significant in his studies of 
airport consumer behaviour. This contradicts earlier research, such as Geuens et al. 
(2004) and Graham (2014) which found that women tend to be categorized as 
“shopping lovers” at airports more than men. 
There are differing discussions as to whether consumer behaviour is driven by gender 
differences (Freathy & O'Connell, 2012). Geuens et al. (2004, p. 615), in their study of 
airport shopper types found that “mood shoppers” and “apathetic shoppers” can be 
defined as mainly male while “shopping lovers” are predominantly female. In other 
studies of airport passenger gender, Chung et al. (2013) found that men tend to purchase 
brand-name products but women like entertaining commodities more. Finally, Freathy 
and O’Connell (2012) discovered that females explored the retail area and are more 
involved in the shopping process itself than males. 
Age, Income and Nationality 
Some studies of airport shopping noted differences with regard to travel retail purchases 
for different age groups, particularly for luxury products (Lin YH & Chen, 2013), with 
younger respondents preferring more utility type products such as souvenirs and food 
and beverages and older passengers preferring brand names and services (Perng et al., 
2010). However, Geuens et al. (2004), in their study of airport shopper types, found 
very little difference in terms of age. Y. H. Lin and Chen (2013) found that the retail 
operations in the luxury and travel retail categories at an airport showed differences 
among demographics (e.g., income, nationality, age). 
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Class of Travel and Purpose of Travel 
Business class travellers shop infrequently and when they do, it tends not to be pre-
planned (Chung et al., 2013) but they often spend more than other shoppers in terms of 
price and high margin products (Freathy & O'Connell, 1998); however, their 
consumption in waiting areas is more than leisure travellers if the time before boarding 
is short (Torres et al., 2005). As a travel segment, business travellers and day travellers 
travel more, spend less time on shopping and tend to shop only once compared to 
leisure travellers and those going on longer trips (Freathy & O'Connell, 2012). 
Interestingly, Geuens et al. (2004) found very little difference in terms of travel 
frequency in their study of travellers passing through airports. Passengers using low-
cost carriers behave similarly to passengers using traditional airlines but spend slightly 
less when they do decide to spend (Castillo-Manzano, 2010) and overall contribute 
significantly less in commercial revenue to the airport than non-low cost carrier 
passengers (Lei & Papatheodorou, 2010). For transit passengers, that is those 
passengers transferring from one flight to another, Graham (2014) found that making a 
flight connection had a significant negative impact on a customer making a purchase 
and on their amount of expenditure. This may be because, as Castillio-Manzano (2010) 
found, it appears that tiredness during the travel journey does not encourage airport 
spending. 
Product Type and Price 
The primary purpose of passengers connecting through an airport is to get to their 
destination; shopping is a secondary goal. In addition, when shoppers do shop their 
purchases are related to their travel journey overall (Perng et al., 2010). More and more 
passengers are getting to the airport early in order to shop (Castillo-Manzano, 2010) and 
although much of their shopping behaviour is planned in advance (Baron & Wass, 
1996) certain product categories, such as liquor, and perfumes and cosmetics, can 
encourage travellers to buy more than they had budgeted for (Freathy & O'Connell, 
2012).  
As noted earlier, as spaces, airports can evoke a sense of “timelessness and 
placelessness” (Rowley & Slack, 1999, p. 363) but the products for sale at an airport 
can counteract this to a certain extent, particularly souvenirs/gifts from the country the 
airport is located in. Since the airport is the last stop for departing foreign visitors, more 
heritage type products such as souvenirs can enhance the shoppers’ experience from a 
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cultural perspective (Lin WT & Chen, 2013) with many souvenir products largely being 
purchased as gifts (Perng et al., 2010). At DXB, the ‘Gifts from Dubai’ product 
category differentiates its retail offering from all other airports and offers the passenger 
a sense of place that may otherwise be lacking. 
While demand for low-cost products is not very high (Perng et al., 2010), it has been 
found that the most important factor for shoppers at an airport is price; however, what is 
accepted as a ‘favourable’ price has a large variance depending on the nationality of the 
purchaser (due to their different purchasing powers). 
Dwell Time 
Dwell time in an airport refers to the time available to a traveller to spend in the areas 
featuring shops and restaurants (Bohl, 2014). The chances of a passenger deciding to 
shop is impacted by the amount of time they have available; the more time available, the 
higher the chance that a passenger will shop (Torres et al., 2005; Volkova & Müller, 
2012) with a link between dwell time and sales (Bohl, 2014). The time that a passenger 
spends on check-in, immigration, security and finding their way through the airport 
reduces the dwell time, the time available to spend in the shopping area, to, in some 
cases as little as 17-25% of total time at the airport (Bohl, 2014; Graham, 2009). It is 
important that the amount of time that passengers have to shop is not reduced as dwell 
time for passengers at an airport is an important determinant of airport sales (Freathy & 
O'Connell, 2012).  
While time spent in a mall can be viewed as a dependent variable, (Levy & Weitz, 
2009; Wakefield & Baker, 1998), Bohl (2014) argues that in an environment, such as an 
airport, where time is pre-determined then it will become an input variable and may 
impact passenger spend. In a hub airport such as Dubai with numerous transit 
passengers the dwell time can be eaten into by the amount of time passengers need to go 
through screening and locate their departure gate. The average dwell time at Dubai 
Airport is four and a half hours. 
Time Spent Shopping  
In an airport passengers are always navigating their journey, ultimately to their 
departure point and clear wayfinding directions will reduce passenger stress about 
finding their way to their departure gate on time, thus making the atmosphere more 
conducive to shopping (Chung et al., 2013). Females have been found to spend more 
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time in the retail zones of an airport than males, and more time actually shopping 
(Freathy & O'Connell, 2012) and, while business travellers spend less time on shopping 
than other travellers, they do consume more when they have more time at the airport. 
Indeed, this is true for most passengers and as dwell time for passengers at an airport 
increases so does the likelihood of them purchasing (Volkova & Müller, 2012) and their 
level of expenditure rising (Castillo-Manzano, 2010). 
Group Size 
Travelling alone or with other(s) has been shown to affect passenger shopping 
behaviours at the airport. For example, passengers travelling alone are less likely to 
cheaper priced products than when they are travelling with other(s) even when the 
product’s brand influence is similar (Perng et al., 2010). Lone passengers spend more 
time in the retail area than when part of a group or with family (Freathy & O'Connell, 
2012) but adults travelling with children as part of a family group tend to purchase more 
often than when alone (Chung et al., 2013), albeit they do not spend as much (Castillo-
Manzano, 2010). Overall there is “a significant association ... between the composition 
of the travelling group, the period spent in the commercial area and the time shopping” 
(Freathy & O'Connell, 2012, p. 407). 
Airports may offer a retail environment for shoppers to feel less visible socially than 
they would in their home retail environment which may allow them to shop more freely. 
It would therefore seem that the anonymity of shopping alone will reduce any 
inhibitions shoppers may have about acting on impulse compared with, for example, 
shopping with a significant other (Omar & Kent, 2001, p. 233). 
Motives and Typology of Passenger Shoppers  
Air passengers’ shopping motivations while similar to those in non-airport 
environments are also impacted by the journey and airport factors. Functional, 
experiential and rational factors drive airport purchasing behaviour in differing ways 
depending on the shopper type (apathetic, traditional (plan within a budget), mood 
shopper or shopping lover) (Chung et al., 2013).  
Geuens et al. (2004, p. 615) in their findings on their research into shopping motivations 
(“two traditional shopping motivations—experiential and functional—and two 
motivations relating to the airport infrastructure and atmosphere”), identified three 
airport shopper types (which differ from those of  Chung et al. (2013)):  
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‘mood shoppers’ (especially driven by airport-atmosphere-related and 
experiential motivations), ‘apathetic shoppers’ (indifferent towards shopping, 
react to all motivations negatively) and ‘shopping lovers’ (enjoy airport 
shopping in all its aspects, scoring high on the experiential, airport-
infrastructure-related and the functional motivation). 
(p. 621) 
They, too, noted that convenient shopping and clear wayfinding signage contributed to 
encouraging passengers to shop closer to their time of departure than they would 
normally do.  
Shopping at an airport is influenced by the travel journey itself and can result in gift 
buying, shopping for a friend and taking advantage of the duty free shopping (Omar & 
Kent, 2001), with airport travellers valuing the utility and souvenir characteristics of 
products for sale at airports (Perng et al., 2010). 
Impact of Airport Retailing Environment 
Getting the atmospheric stimuli right is a challenge for any retail environment and can 
help to create a positive atmosphere overall, attracting customers and adding to the 
brand feel of the store (Tolani & Mishra, 2015). Stimuli such as lighting and music help 
to create an interactive, social and original atmosphere and enhance the overall 
customer experience and, ultimately, brand loyalty (Foster & McLelland, 2015). 
However, airport retail operators need to be strategic in terms of airport and store layout 
to capture the wide variety of passenger behaviours at an airport (Turley & Chebat, 
2002).  
The stimulus organism response (SOR) model was first proposed by Mehrabian and 
Russell (1974) to show how external stimuli impact shoppers emotionally, resulting in 
approaching/avoidance behaviour. Attractive stimuli are ones that “attract[] attention, 
exciting the participant, and eliciting approach behaviours” towards products in a store 
(Ballantine et al., 2010, p. 641). Stimuli work by affecting the internal state of the 
individual (Chang & Huang, 2011); in the retail environment the ambient, design and 
social factors are all stimuli that affect the emotional responses of the consumer (Chang 
et al., 2011). Airports have distinctive atmospheres characterised by emotions, affects 
and passionate intensities (Urry et al., 2016). Geuens et al. (2004) identified 
atmospheric factors and experiential motivations as influencing airport shopping and 
factors to consider when looking at passenger behaviour and retail spend. The airport 
atmosphere impacts passenger behaviour and Bohl (2014) found a relationship with 
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pleasurable emotions connected to the shopping area at airports, as well as the time 
available for shopping. 
Time available to shop depends on the situational influence (Belk, 1975), is outside the 
control of the passenger and can encourage a passenger to browse. Passengers have to 
check in early at the airport to catch their flight and during this time they are a captive 
audience. When passengers have time available they explore the retail area either to 
avoid getting bored (70% of people who browse say they do so to pass the time) (Baron 
& Wass, 1996) or because they enjoy taking advantage of the retail opportunities on 
offer (Holbrook & Hirschman, 1982) and this was corroborated by Chung et al. (2013). 
Changes in the time available to shop impact passenger browsing behaviour. The 
primary purpose of an airport is to move passengers safely and efficiently through the 
airport, a purpose which can sometimes be in conflict with that of the retail operators 
which is to sell their products to passengers (Baron & Wass, 1996). Iyer (1989) found 
that the more time they had to shop, the more shoppers were likely to information seek. 
In addition, having more time available to shop has a positive effect on impulse 
purchasing (Beatty & Ferrell, 1998). Time pressure also moderates the impact on a 
passenger’s motivation to shop for luxury products and travel related items (Lin YH & 
Chen, 2013). Passengers experience a range of emotions while they are at the airport 
and waiting for their flight to depart, both positive and negative, and these emotions 
influence how they both feel about and interact with the airport environment (Berry et 
al., 2002); knowing how passengers are reacting to their airport experience is important 
to retailers when they are targeting these customers but it is also important to have their 
retail activities placed in areas within easy access of passengers. Passengers at an airport 
are effectively a captive audience and interact with their retail space differently to 
customers in a non-airport retail setting and are more likely to make impulse purchases 
(over 70% of sales are impulse purchases) (Crawford & Melewar, 2003). 
Shoppers differ in their perception of ‘must haves’; for some, good prices, product 
availability and excellent quality are the most important qualities with multi-lingual 
staff, after sales service and a comfortable store layout being less important (Lin WT & 
Chen, 2013; Lin YH & Chen, 2013). For other customers, it is the store attributes in 
terms of layout, merchandising and quality that are more likely to encourage them to 
shop (Huang & Hsieh, 2011). Some studies of tourist shoppers found that price was 
often given as a reason to shop (Keown, 1989; Hobson & Christensen, 2001), although 
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Tosun et al. (2007) found that tourist shoppers were more concerned about the heritage 
aspects of products they were buying when overseas despite retailers often using price 
as an attractive attribute to draw them into the shop (Huang & Hsieh, 2011).  
Impulse Buying at Airports 
While some research has found that many (72%) passengers at airports plan their 
shopping in advance (Freathy & O'Connell, 2012), other studies have reported that 
passengers at airports can be highly impulsive (Omar & Kent, 2001) and more than 60% 
can be described as impulsive buyers (Geuens et al., 2004). It might be fair to call 
airport passengers ‘planned impulsive shoppers’, that is, they plan to shop at the airport 
but also make impulsive purchases. This is a view that is recognized by retailers and 
why they are so interested in being represented in airports (Grant, 2006). 
While many passengers consider shopping at the airport part of their trip, much of the 
impulsive response that passengers have at an airport is in response to the airport 
environment itself, regardless of previous plans (Baron & Wass, 1996). However, 
retailers at airports sell a lot of high-end products and it has been seen that that the 
purchase of these products can be as a result of passengers’ impulse buying tendency 
being experienced and the airport atmosphere (Lin YH & Chen, 2013). Regardless of 
whether customers plan to shop, they are impulsive when they get to the shopping area 
and tend to be open to spending more than originally considered (Freathy & O'Connell, 
2012). Interestingly however, in areas where shoppers are not socially visible, such as 
an airport, compared to their regular shopping environment, it has been found that this 
relative anonymity moderates any impulse buying behaviours (Omar & Kent, 2001).  
Crawford and Melewar (2003) in their review of airport impulse purchasing proposed 
the following ten key stimuli that can be activated by effective communication for 
impulse purchasing behaviour. These can be seen in Table 2.2 below. 
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Table 2.2: Identified Airport Impulse Purchase Behaviour Stimuli 
Value driven 
Retailers can stress the relative rationality of impulse buying in their advertising 
efforts (saving money). This reduces normative traits and increases the rationality 
of purchasing. More obvious price comparison studies available to consumers 
will induce this. 
Holidays 
The ‘I’m on my holidays syndrome’, excitement is high and there is a higher 
disposable income than normal. This reduces the normal buyer behaviour 
assessment process to impulse. 
Gift-giving It is endemic to most cultures to bring gifts to family and friends. 
Guilt 
These purchases are normally made for spouses and children, compensating for 
the increased amount of business travel. 
Reward Self-indulgence, ‘Just do it!’ 
Occasion-driven Easter, Christmas, Mother’s Day and Valentine’s Day. 
Forgotten items 
Those day-to-day items which one has forgotten to pack or alternatively when 
passengers’ bags go missing in transit.  
Confusion 
Information overload by the retailers can serve to reduce cognitive effects and 
stimulate impulse purchasing behaviour. 
Exclusivity 
Many products are developed exclusively for the travel retail channel of 
distribution. These products are not available in other channels of distribution, 
inducing impulse purchases. 
Disposal of foreign 
currency 
This effect, while proven to be effective, has been lessened in the EU due to the 
introduction of the euro. 
(Crawford & Melewar, 2003, p. 92) 
2.3.4 Dubai Airport Passenger Profiles 
DXB is a hub airport and, as such, the majority of its passengers are in transit to other 
destinations. Almost half of all transit passengers at DXB come from India, the UK, 
Pakistan, the United States and Australia, with 63% travelling alone. In 2014, 14% of 
transit passengers came from the UK, 7% India, 7% the United States, 6% from both 
Australia and Saudi Arabia and 15% resided in the United Arab Emirates (Leslie Jones 
Architecture & Pragma Consulting, 2015). The average age is 37, with over 80% of 
passengers older than 24; DXB travellers take an average of 4.2 trips per year (see 




Figure 2.8: Dubai International Airport Passenger Profile  
(Leslie Jones Architecture & Pragma Consulting, 2015, p. 18) 
As expected at a hub airport like DXB, the majority (62%) of passengers are in transit, 
connecting from and to other destinations and travelling for leisure purposes (see Figure 
2.9). 
 
Figure 2.9: Profile of Dubai Airports Transit Traffic 




Figure 2.10 shows that 85% of premium passengers (who account for 18–20% of all 
passengers) do not make any purchases. This may be because business and first class 
passengers can use the lounge facilities which separate them from the main retail 
environment at DXB. This supports earlier studies that found that business class 
travellers spend less time in the retail areas (Chung et al., 2013; Freathy & O'Connell, 
2012; Torres et al., 2005). 
 
Figure 2.10: Profile of DXB Business v Leisure Travellers 
(Leslie Jones Architecture & Pragma Consulting, 2015, p. 20) 
2.3.5 Section Summary 
Airports are unique shopping spaces and differ from other retail environments due to 
their unique design, purpose and the impact they have on the passengers’ experience 
during their airport journey. Many passengers experience stress (Scholvinck, 2000) 
during their airport experience and anticipate the journey ahead (Bohl, 2014; Crawford 
& Melewar, 2003); exploring the retail and food and beverage products on offer are the 
two most popular ways of passing time at airports (Geuens et al., 2004; Kim & Shin, 
2001). Airlines require passengers to arrive early at the airport so that passengers can 
complete their check-in, immigration and security processes and ultimately be on time 
for their flight. As a result, the amount of time the passenger spends at the airport (dwell 
time) has increased over the years and retailers have moved to exploit this. The airport 
retail environment is different from more traditional retail spaces and therefore retailers’ 
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approach must reflect this if they are to maximize performance (Crawford & Melewar, 
2003).  
Passengers go through a range of emotions while travelling through the airport. The 
‘travel stress curve’ (Figure 2.5) developed by Scholvinck (2000) identifies the different 
levels of stress that passengers experience, culminating with their time before boarding. 
Once the passenger has completed the final security process their stress will drop from 
its peak level while their self-regulation is at its lowest and it is at this time that the 
passenger enters the retail area and becomes a ‘captive customer’ audience. Omar and 
Kent (2001) identified that passengers could be in a unique state of mind during this 
‘dwell time’. How passengers experience airport retail will be influenced by how they 
arrived at the part of their journey that includes the retail offering, how long they will be 
there, the impact the airport experience is having on them and their final destination. 
This type of experience is very different to that of a non-retail airport experience where 
the customer is not captive in the retail operation space. 
Passenger demographics at airports have similarities to non-airport environments such 
as gender, age, income and nationality, but the airport also raises unique segmentations 
such as travel purpose, class of travel, dwell time, distance and time and motivation to 
shop. These, along with the physicality of the airport (many evoke timelessness, 
placelessness and sameness), have resulted in the identification of unique airport 
shopper types. In exploring these types of shoppers Geuens et al. (2004, p. 621) found 
three different types of airport shoppers driven by various motivations. “Mood 
shoppers” are mainly driven by airport-atmosphere-related and experiential motivations; 
”apathetic shoppers” tend to be indifferent towards shopping and  react to all 
motivations negatively); and “shopping lovers” are those who always enjoy airport 
shopping and score high on all kinds of motivations.  
The airport environment can induce impulse buying behaviour in travellers (Omar & 
Kent, 2001; Topping, 2010). Evidence has found that the majority (>60%) of air 
travellers can be impulsive Geuens et al., (2004) and this may be because of the type of 
products sold (luxury and travel-related) in the travel retail environment (Freathy & 
O'Connell, 2012; Crawford & Melewar, 2003; Lin YH & Chen, 2013).  
Having detailed how interaction with the airport infrastructure and the airport passenger 
journey impact the overall retail experience, the following section examines sequential 
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purchasing theories and how they provide an understanding of sequential purchasing in 
an airport context. Contextual factors unique to both airports and the airport retail 
environment will also be identified.  
2.4 Sequential Purchasing  
Existing research has shed much light on sequential purchasing especially in traditional 
retailing environments, such as supermarkets and grocery stores (Larson et al., 2005; 
Kamakura, 2012), purchases of durable goods (Vohs et al., 2008; Dewitte et al., 2009; 
Dholakia et al., 2005), food (Mukhopadhyay et al., 2008) and financial products 
(Drolet, 2002). Prinzie and Van den Poel, drawing on Abbott’s statement that “[t]he 
elements of a sequence are events, drawn from a set of all possible events in a set of 
sequences, the universe of events” (Abbott, 1995, p. 95), defined “a sequence as a 
succession of events. An event is a transition from one discrete state to another, situated 
along a time continuum”, noting that “[i]n marketing, sequence analysis is applied in 
choice modelling and is mainly focused on the succession of purchases” (Prinzie & Van 
den Poel, 2006, pp. 710-711).  
Sequential purchasing may be described as being the pattern of behaviour of a customer 
who, having purchased item A, goes on to purchase item B, and may also go on to 
purchase item C, and so on (Yen & Lee, 2012). There are two approaches to 
investigating sequential purchasing in prior research, one focusing on the individual 
characteristics and internal factors (such as cognition and emotion) influencing 
sequential purchasing (Ramanathan & Williams, 2007; Mukhopadhyay et al., 2008; 
Baumeister, 2002; Wang et al., 2010; Dewitte et al., 2009) and the other focusing on the 
shopping journey as a whole (Dholakia et al., 2005; Dhar et al., 2007; Arkes et al., 
2002; Gollwitzer & Heckhausen, 1990).  
Consumers make many choices in everyday life when shopping in different retail 
environments, both online and offline. Often these decisions reference prior choices that 
may or may not be related to current choices being made. Studies have shown the 
susceptibility of decision makers to ‘background context effects’ (Loewenstein & 
Prelec, 1993; Simonson & Tversky, 1992; Priester et al., 2004), “whereby the trade-off 
values between attributes in an earlier choice serve as a frame of reference (i.e., the 
background context) for trade-off values in later choice tasks, and influence these 
choices systematically” (Prinzie & Van den Poel, 2006, p. 181). Following this logic, 
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most prior research focuses on the internal processes explaining the implication of the 
first purchase/choice and how the subsequent purchase/choice is affected in different 
ways, for example, shifting reference points, movement of goals and motivation 
movements (Dholakia et al., 2005; Novemsky & Dhar, 2005; Wang et al., 2010).  
When examining the theories on sequential purchasing it is important to understand that 
the basis for much of its study comes from the mindset theory of action phases 
(Gollwitzer, 2012). According to this theory, “different cognitive procedures are 
activated when people tackle the task of choosing goals versus implementing them. The 
respective task demands determine the features that characterize the deliberative versus 
implemental mindset” (Gollwitzer, 2012, p. 526). Gollwitzwer’s studies indicate that an 
implemental (as opposed to deliberative) mindset occurs. In Dhar et al.’s shopping 
momentum theory, “shopping momentum occurs because the initial purchase moves the 
consumer from a deliberative to an implemental mind-set, thus driving subsequent 
purchases” (2007, p. 370). As with other studies on sequential purchasing (Dhar et al., 
2007; Dholakia et al., 2005; Sultan, 2012; Baumeister et al., 1998) Gollwitzer also used 
experimental methods in his research. The two main theories that have emerged in 
sequential purchasing are the sequential mitigation effect (Dholakia et al., 2005) and 
shopping momentum (Dhar et al., 2007). This section looks at the theories and literature 







Figure 2.11: Conceptual Map of Sequential Purchasing Literature Review 
2.4.1 Sequential Purchasing from a Goal-setting Perspective 
Goals and goal-setting theory has been widely used to investigate sequential choices 
(Novemsky & Dhar, 2005); the theory states “that there is a positive linear relationship 
between a specific high goal and task performance” (Latham & Locke, 2007, p. 291), 
with the results of the first goal achievement affecting the outcome of the next goal 
attainment (Novemsky & Dhar, 2005). 
In real life individuals are faced with multiple goal decisions on a daily basis 
(Zeelenberg et al., 2007) some of which may be viewed as conflicting; if for example an 
individual has a number of goals at one time then consumer behaviour needs work out 
how each sequence of choices are made for each goal, particularly if some goals conflict 
with each other (Fishbach & Dhar, 2005). Novemsky and Dhar (2005) found that goals 
can shift as a result of earlier choices made and Fishbach and Dhar (2005) noted that 
self-regulation theories highlight the goal mechanism but also noted that in a social 
comparison situation consumers may be influenced by others’ opinions and, as a result, 
change their original objectives. This is particularly interesting in an airport situation 
whether passengers are travelling with others, or travelling alone and experiencing the 
social anonymity that an airport environment may provide. Fishbach and Dhar (2005) 
also found that goal progress, like time availability and financial resources, could be 
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viewed as a limited resource, creating a similar sense of conflict. This is particularly 
relevant when looking at how shopping momentum works in terms of resource 
depletion and interruption to the momentum process, just as, for example, budgetary 
considerations may interrupt shopping momentum. 
Dhar and Simonsen show that when investigating goals and resources in: 
episodes involving a tradeoff between a goal…and a resource…, consumers tend 
to highlight either goal fulfillment or resource conservation by selecting similar 
attribute levels for items consumed in the same episode ... if each choice 
involves a tradeoff between two goals…, consumers tend to balance attribute 
levels.  
(1999, p. 29) 
This was developed further by Khan and Dhar (2006) who discovered that when trying 
to make a preference among choice options the decision can be influenced by prior 
choices and that a virtuous prior choice can give a consumer permission (or licence) to 
feel less negative about a subsequent (self-indulgent) choice. This is relevant at DDF 
where many of the products on sale can be classed as relative luxury items. Research 
has found that past experiences can influence subsequent decisions (Soman & Mengze, 
2003) and can also free individuals to make incongruent choices in the future (Fishbach 
& Dhar, 2005). The difference in choices made may be as a result of a variety of 
differing decision factors “(e.g., lexicographic, elimination by aspects, and weighted 
additive) consumers select from their repertoire of rules to solve choice problems” and 
Drolet’s (2002, p. 293) findings suggest buyers tend to vary the decision rules they use. 
This tendency to change one’s decision rules appears to complement the findings of 
Novemsky and Dhar (2005) which found that consumers’ goal targets tend to change 
over time as they become influenced by earlier choices made, as mentioned earlier. 
In summary, the aforementioned research tends to assume that consumers engaged in 
sequential purchasing are rational thinkers with clear goal-setting and “[g]oals are seen 
as cognitive structures that can be represented in terms of movement and progress 
toward some abstract and desirable end state” (Fishbach & Dhar, 2005, p. 370). The 
importance of the goal and its self-efficacy are the two most important factors in goal 
setting. Previous research has looked at consumer choices in isolated situations but this 
rarely reflects real life; the choices that consumers make, in many cases, are part of a 
continuum of choices of related consumption and movement in preset goals as a result 
of earlier choice decisions. Trade-offs between goals and resources, the rules that 
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consumers use to make decisions, the type of objects consumed in each sequential 
choice and consumer traits all impact the shifts that are seen in consumers’ goals 
through the sequential consumption process. 
2.4.2 Sequential Purchasing from the Self-regulation Perspective  
Sequential choice research references the role of cognition often but it is also interesting 
to consider the role of self-regulation. Various acts of choice-making deplete this 
resource and studies have also shown that, when making choices, people draw on their 
self regulation resources (Bruyneel et al., 2006; Levav et al., 2010; Vohs et al., 2008; 
Pocheptsova et al., 2009). When self-regulatory resources are reduced this can result in 
an increase in impulse shopping. It has been found that the urge to act impulsively in a 
shopping environment increases when shoppers self-regulation is lowered and as a 
result they are more open to paying a higher price for a product than they normally 
would and tend to spend more money (Vohs & Faber, 2007). 
Several studies referenced self-regulatory theory to explain how the first choice 
influences the subsequent one. As discussed above, Vohs et al. (2008) found that 
repeating choices was shown to reduce regulation resources as making many choices 
impairs subsequent self-control.  In addition desire for impulsive choices, like self-
regulation, can function as a finite motivational resource, and will get reduced each time 
a consumption episode takes place. This motivational aspect in explored in the next 
section as the “sequential mitigation effect” which can be described in terms of a 
motivational influence impacted by the context in which it takes place (Dholakia et al., 
2005).   
Sequential Mitigation Effect 
The sequential mitigation effect (SME) is “the phenomenon that participation in a prior 
impulsive choice task significantly reduces the decision maker’s likelihood of choosing 
impulsively in a subsequent task” and “prior impulsive (as opposed to non-impulsive) 
choice is required for the effect to occur…and…that the decision maker’s chronic 
sensitivity to positive and negative outcomes moderates the effect” (Dholakia et al., 




Figure 2.12: Sequential Mitigation Effect 
(Sultan 2012, p.5) 
Interestingly, Dholakia et al. (2005) also found that SME does not occur when decision 
makers’ prior choice is non-impulsive. This is particularly of interest in an airport retail 
environment where a very high proportion of purchases are impulsive (Geuens et al., 
2004; Omar & Kent, 2001). This thesis focuses on second purchases made so given that 
many first purchases may be impulsive it will be interesting to see the outcome of 
second purchases. Significantly, Dholakia et al. noted a moderator to SME which was 
an individual’s “chronic sensitivity to positive and negative outcomes” (2005, p. 179); 
at either end of this sensitivity continuum the SME effect was weak. Sultan (2012) 
extended Dholakia et al.’s (2005) work on SME by finding that it worked differently for 
high and low self-monitoring individuals: “low self-monitors (compared to high self-
monitors) had less desire to behave impulsively in a second impulsive choice” (Sultan, 
2012, p. 1). Sultan’s findings also showed little difference whether the purchase was 
altruistic in nature or not (e.g. making a charitable contribution). Mukhopadhyay et al. 
(2008) found differences in behaviour when the participants were chronically non-
impulsive with opposite behaviours to impulsives. Overall, SME and choice making can 
be described as the desire for Choice 2 (C2) seems to be individually affected by Choice 





Figure 2.13: Sequential Mitigation Effect with Desire  
(Derived from Dholakia et al., 2005) 
Ego-Depletion Theory 
Depletion of the self’s resources (also termed ego depletion) has also been connected to 
impulse overspend (Vohs & Faber, 2007) and is based on ego depletion theory which 
proposes that cognitive ability is exhausted by exerting self-control. “Ego depletion 
refers to a temporary reduction in the self’s capacity or willingness to engage in 
volitional action (including controlling the environment, controlling the self, making 
choices, and initiating action) caused by prior exercise of volition” (Baumeister et al., 
1998, p. 1253). Baumeister’s (2002) study looked further into these failures of self-
control and discovered that the first self-control act reduced the next act of self-control 
and goes on to decrease performance and can result in a an increase in passivity. It 
therefore appears that any act of volition by an individual will have a direct impact on 
their subsequent behaviours. 
Subsequent studies on choice decisions appear to both support and contradict 
Baumeister’s work: Wang et al. (2010) found that people using trade-offs in subsequent 
decisions were impacted by the magnitude of the trade-off; the higher the magnitude, 
the less they were able to use self control in a subsequent event. On the other hand, 
Dewitte et al. challenged the idea that “self-regulation reduces subsequent self-
regulation”. They demonstrated that “contrary to most other self-regulatory situations 
… consecutive self-regulatory decisions in consumer settings tend to be similar in the 
control processes that they recruit ... [and] when two consecutive self-regulatory 
situations require similar control processes ... initial engagement in self-regulation 
enhances subsequent self-regulation” (2009, p. 394). They find that these everyday 
control mechanisms, if similar, do not in and of themselves result in depletion in self 
control. Interestingly, Mukhopadhyay and Johar (2009) noted that, unlike with self-
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control, indulgence can increase subsequent indulgence, if the initial indulgence is 
justifiable. These findings are particularly relevant in the context of a retail setting 
where customers could be considered to be operating similar internal control 
mechanisms in a particular environment (the store). 
While prior restraint can increase indulgence, in an airport shopping environment the 
travel stress curve (Scholvinck, 2000) shows that the stress of check-in, immigration 
and security increases stress levels which are subsequently reduced after all of these 
processes are over and subsequent self-regulation is depleted as a result. This finding 
was also found in the research of Muraven et al. (1998) who showed that dealing with 
stress had a depleting impact on subsequent self control.  
Shopping Momentum Effect: Mind-Sets in Sequential Purchasing 
Beatty and Ferrell (1998, p. 172) characterize Hoch and Loewenstein’s (1991) work as 
“suggest[ing] that buying may beget more buying, having ‘fallen off the wagon’”. This 
suggests a form of momentum in which additional urges are acted upon more quickly 
than previous urges and this is developed further by Dhar et al. (2007, p. 370), as 
previously mentioned, who describe shopping momentum as that “which occurs when 
an initial purchase provides a psychological impulse that enhances the purchase of a 
second, unrelated product”, basing much of their theoretical development on 
Gollwitzer’s (1990) theory of implementation and deliberation mind-sets. They 
demonstrated that the act of making an initial purchase shifted the mind-set to that of 
implentation  and showed that inducing an implementation mind-set resulted in an 
increase in the chances of making a purchase. They also noted shopping momentum 
could be disrupted if, for example, the source of payment changed as this resulted in a 
change in mindset. Brandstätter et al. (2015) found that an implemental mindset, 
compared to a deliberative mindset can see a resultant increase in motivation and as a 
consequence can lead to shorter predictions in time. From a retailer’s perspective, 
inducing shopping momentum is desirable and they should take into account the 
findings from Dhar et al. as to its boundaries: 
> It is only once a customer makes the shift to an implementation mindset that 




> Free gifts and other incentives do not in themselves induce shopping 
momentum; however, they can help to create it, if they are closely linked to a 
purchase and make it more attractive.  
 
> Shopping momentum is likely to be a fairly short-term phenomenon that will 
be brought to a halt as soon as the customer’s attention is shifted to deliberation. 
For instance, steep discounts can affect the attractiveness of subsequent offers 
because focusing on financial resources leads to a deliberation mindset and 
interrupts the momentum. 
(2009, p. 15) 
As can be seen from Figure 2.14, the shopping choice made at C1 puts the shopper in an 
implemental state of mind which in turn makes a shopping choice at C2 more likely as 
long as this implemental state of mind remains. Anything that interrupts this state or 
replaces it through deliberation, negatively impacts the effect on the implementation 
mindset and will reduce the chance of C2 being made. 
 
Figure 2.14: Shopping Momentum Effect  
(Derived from Dhar et al. 2007) 
2.4.3 Justification Effects in Sequential Purchasing 
Justification has been defined as “an acceptable reason for doing something”, i.e. 
“something that justifies an action” (Merriam-Webster, 2016). Research on purchase 
justification looks at both the influence of prior purchase decisions as to whether a 
person will buy again or not (Kivetz & Simonson, 2002; Mukhopadhyay & Johar, 2009; 
Khan & Dhar, 2006) as well as its influence on the nature of the next purchase (Hui et 
al., 2009; Okada, 2005). Guilt (Okada, 2005), increasing self-concept (Khan & Dhar, 
2006), prior restraint (Mukhopadhyay & Johar, 2009), reducing negative emotions 
(Williams and Aaker, 2002) and prior altruism (Khan & Dhar, 2006) have all been used 
as justification for an action. Justification research extends into other areas such as the 
licensing effect, inaction inertia and distance in the purchase cycle. 
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“By nature, people are motivated to enjoy themselves. However, having fun also raises 
such issues as guilt and need for justification”; existing research shows that consumers 
find it more difficult to spend when the purchase is hedonic rather than utilitarian 
(Okada, 2005, p. 43). Justifying hedonic consumption is challenging due to the guilt that 
consumers attach to these purchases and the fact that the benefit from such purchases is 
harder to measure (Okada, 2005). A phenomenon called the ‘licensing effect’ occurs 
when “a prior intent to be virtuous boosts people’s self-concepts, thus reducing negative 
self-attributions associated with the purchase of relative luxuries” (Khan & Dhar, 2006, 
p. 259). Deciding on a group of alternatives is automatically licensed by previous 
choices made and this effect will happen subconsciously. Consumers who make ‘virtue’ 
purchases will be more predisposed later to shop in categories that have more ‘vice’ 
associations (Hui et al., 2009). Lowering guilt through making a charitable donation or 
doing something good in an earlier decision can allow room for luxury decisions later 
(Kivetz & Simonson, 2002; Strahilevitz & Myers, 1998).  
With regard to justification and application to sequential purchasing, Okada (2005) 
found that consumers have a need to justify hedonic purchases and this takes two forms. 
In the first, the choice between hedonic and utilitarian can flip depending on the event 
and while the hedonic alternative may have more appeal, the utilitarian option is easier 
to justify. When presented separately the hedonic choice is preferred but when 
presented together the utilitarian choice wins. Secondly, consumers will spend more in 
terms of effortful time for a hedonic option and more in terms of money for a utilitarian 
option. Indeed, when retailers use loyalty programmes it was noted that “the higher 
required effort shifts consumer preferences from necessity to luxury rewards, because 
higher efforts reduce the guilt that is often associated with choosing luxuries over 
necessities” (Kivetz & Simonson, 2002, p. 155), terming them “Puritanic reward self-
gifts” (p. 168). 
In a similar vein, consumers engaged in strong self-regulation at a prior impulse buying 
point will find it easier to justify a subsequent indulgence over non-indulgence; this was 
shown in Mukhopadhyay and Johar (2009) who also found that when there are earlier 
attempts to resist then indulgence can be permitted. This is used as a justification 
process that allows a mediation process between an earlier impulsive decision and an 
impulsive one now. If the first purchase involves virtuous choices, such as when all or 
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part of the sale proceeds is given to charity, it will also boost the consumers’ self-
esteem and Khan and Dhar (2006) showed how a charitable act allowed consumers to 
indulge at a later point.  
Ramanathan and Williams (2007) found individuals felt a range of emotions, both 
positive and negative, when they are indulging themselves and that the range/mix of 
these emotions varies along with their own level of impulsiveness. How individuals deal 
with these conflicting emotions affects the choices they make later. A cautious 
individual may decide to attempt to counteract any negative feelings after they have 
indulged by making a subsequent utilitarian choice rather than a hedonic one. In their 
study they found that more careful (as opposed to impulsive) consumers would be 
influenced by their negative subconscious emotions making them less likely to indulge 
compared to their more impulsive counterparts. However, this was less likely in the 
short term with both groups driven by their need for hedonic emotions.  
Inaction Inertia Effect 
In understanding sequential purchasing and why a second purchase is made, it is also 
important to look at not just the first purchase made but also at the items that were not 
purchased during the first purchase event. Research has also shown how, within the 
same purchase category, earlier choices can influence later ones (Arkes et al., 2002).  
Inaction inertia occurs when forgoing an attractive action opportunity (initial 
inaction) decreases the likelihood that subsequent action will be taken in the 
same domain. The research on this phenomenon shows that inaction inertia 
occurs when the second action opportunity is in some sense ‘worth’ substantially 
less than the initial opportunity, even though the current action opportunity still 
has positive value in an absolute sense. 
(Tykocinski & Pittman, 1998, p. 607) 
which seems to indicate there is a motivation context influence impacting sequential 
choices (Dholakia et al., 2005). 
Two factors have been found to act as mediators with inaction inertia: valuation 
difference and regret. There is an inverse relationship between the two indicating that 
regret has a direct impact on action inertia. It seems that experienced regret over the loss 
of an earlier bargain instead of paying more for the next purchase is the source of 
inaction inertia, with a resulting lower valuation being place on any subsequent 
shopping (Arkes et al., 2002) . 
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2.4.4 Distance in the Purchase Cycle 
The sequences involved in a purchase cycle are affected by the environment within 
which individuals live and function and consumers try to take the shortest route when 
making a choice between trips (Brooks et al., 2008). This can be seen in the behaviour 
of passengers in an airport who tend to take the most direct route possible to their 
departure gate. There is an unwillingness amongst passengers to retrace their steps or 
deviate from the main route to the departure gate (Freathy & O'Connell, 2012). Large 
airports have retail merchandise spread over large distances and the appeal of a 
particular good may be overridden if the shopper perceives that it is ‘too far away’. 
Construal Level Theory  
assumes that people mentally construe objects that are psychologically near in 
terms of low-level, detailed, and contextualized features, whereas at a distance 
they construe the same objects or events in terms of high-level, abstract, and 
stable characteristics. Research has shown that different dimensions of 
psychological distance (time, space, social distance, and hypotheticality) affect 
mental construal and that these construals, in turn, guide prediction, evaluation, 
and behavior.  
(Trope et al., 2007, p. 83) 
Henderson et al. (2006, p. 854) examined the construct of “spatially distant rather than 
near” events. They found that participants created fewer, but broader sections when they 
believed something to be spatially distant, as opposed to spatially near. This has 
implications in a purchasing sequence, particularly in an airport environment when 
passengers have the ability to purchase online, pre-order, collect on arrivals/departures, 
etc. Promotions, discounts and special offers entice buyers to want products. Trope et al. 
(2007, pp. 93-94) looked at how “psychological distance influences individuals’ 
thoughts and behaviour … [and found four] dimensions of psychological distance (time, 
space, social distance, and hypotheticality”. How spatially distant consumers are is 
coming to the forefront of consumer choices; internet purchases, brands using partners 
to sell their products, buying on behalf of another, purchases of intangible commodities 
(stocks, shares, etc.) (Trope et al., 2007).  
2.4.5 Section 4 Summary  
This section looked at the theories and literature that underlie sequential purchasing. In 
understanding the cycle in sequential purchasing, is it important to understand the effect 
that making a purchase has on the individual at each purchase event. The major theories 
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were examined from the perspectives of goal setting, self-regulation and shopping 
momentum and finally justification in the purchase cycle was considered.  
Goal-setting theory has been used widely to investigate sequential choices with later 
choice decisions on goals being affected by earlier choices made with trade-offs 
between goals and resources. For example, self-regulation relies on a resource that is 
limited and can, for a time, be reduced and several studies use self-regulatory theory to 
explain how the first choice influences the subsequent one (Baumeister et al. 1998; 
Muraven et al., 1998). Dholakia identified the sequential mitigation effect (SME) which 
showed how impulsive consumption reduces if consumers have taken part in an earlier 
impulse event behaviour. Dhar et al.’s (2007, p. 370), as noted earlier, description of 
shopping momentum as occurring “when an initial purchase provides a psychological 
impulse that enhances the purchase of a second, unrelated product…the most promising 
theoretical mechanism for shopping momentum comes from Gollwitzer’s (1990) theory 
of implementation and deliberation mind-sets”. They state that “under this theory, 
shopping momentum occurs because the initial purchase moves the consumer from a 
deliberative to an implemental mind-set, thus driving subsequent purchases”. Finally 
justification was examined which looks at both the influence of prior purchase decisions 
as to whether a person will buy again or not (Kivetz & Simonson, 2002; Mukhopadhyay 
& Johar, 2009; Khan & Dhar, 2006) as well as the “inaction inertia effect, which occurs 
the second action opportunity is in some sense "worth" substantially less than the initial 
opportunity, even though the current action opportunity still has positive value in an 
absolute sense” (Tykocinski & Pittman, 1998, p. 607). 
2.5 A Critical Review of Existing Literature 
This section presents a critical analysis of the major theories and research examined so 
far as follows: 
• Tourism and Tourism Shopping – the Transit Impact 
• Airport Retailing – Contextual Factors 
• Critique of Prior Research on Travel Retail 
• Critique of Prior Research on Sequential Purchasing 
• Realism in Past Studies on Sequential Purchasing 




2.5.1 Tourism and Tourism Shopping – The Transit Impact 
As mentioned earlier this study examined 478 articles to discover what has been 
uncovered in relation to tourism, travel and shopping between 2015 and 2017. While 
major themes emerged from these articles (see Figure 2.1) such as brand image (Matzler 
et al., 2016; Ryu et al., 2016; Stylidis et al., 2017), destination specific studies, 
economic impact (Stauvermann & Kumar, 2016; Shahzad et al., 2017; Ridderstaat & 
Croes, 2015), ecotourism and nature related travel (Goncalves et al., 2015; Peng et al., 
2017; Wu & Chen, 2016), experience (Prebensen et al., 2015; Wang et al., 2017; Zhang 
et al., 2016) and safety and security (Buda, 2015; Cruz-Milán et al., 2016; Liu & Pratt, 
2017), it was interesting that airline travel, a major enabler of tourist travel, had so little 
examination with just six articles (see Table 2.1). Interest does seem to be growing, 
however, as the annual number of articles is steadily increasing – from just one in 2015 
(Choi et al., 2015), to two in 2016 (Poria & Beal, 2016; Alderighi et al., 2016) and three 
in 2017 (Jung et al., 2017; Álvarez-Albelo et al., 2017; Voltes-Dorta et al., 2017), of the 
478 articles examined.  
This thesis concentrates specifically on air transport tourism and will add to prior work 
in this research area (Ferrer-Rosell & Coenders, 2017; Tang et al., 2017). There has not 
been much research on the transit element of tourism research and it tends to be thought 
of as necessary but inconvenient (Weaver & Lawton, 2014). Tourists, on the whole, 
prefer to spend the shortest amount of time possible on the transit part of their trip; the 
more time spent in transit, the greater the potential that it will eat into their overall 
positive experience of a destination. However, with the up-marketing of transit locations 
the distinction between the transit aspect of a trip and the destination itself are 
beginning to blend (Tang et al., 2017). Airports and airport retail are becoming more a 
part of the overall experience and as such are not researched enough in tourism and 
travel retail literature. 
Destinations and decisions that travellers make about destinations are extensively 
covered in travel retail literature (Stepchenkova & Shichkova, 2016; Santana-Jiménez et 
al., 2014; Nicolau & Mas, 2014) and Wong and Lam (2016) found that many cities 
endeavour to entice tourists by placing their destination as a shopping experience, using 
loyalty schemes, great customer service, promotions and brand placement to make their 
destination as attractive as possible to travellers. Shopping positively affects tourists’ 
revisit intentions (Songshan & Hsu, 2009), but there are significant demographic 
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differences based on nationality when it comes to how tourists plan their consumption 
(Rosenbaum & Spears, 2005). For many tourists shopping is a major planned activity 
and one that they are prepared to allocate money to (at times more than they will on 
accommodation and other consumption activities) as shopping is a major highlight of 
their trip (Timothy & Butler, 1995).  
Despite this extensive research on tourism and travel generally, the impact of transit has 
been under-researched, particularly when it comes to airlines and airports. Destinations, 
in terms of brand image, choice, loyalty and type, play a large part in tourism literature 
and tourism shopping and shopping destinations can have a significant impact on the 
tourist and traveller journey. Airports as part of the travel journey and as retail 
destinations in themselves need to be considered in research to understand how they 
impact the travel journey overall in order to give a more holistic view of travel and 
shopping than research has covered thus far.  
Jin et al. (2017, p. 127) reviewed tourist shopping literature from 2000–2015 identified 
from four major databases (ScienceDirect, Sage Journals, Taylor & Francis Online and 
Emerald Insight) and noted a lack of theoretical foundations as a significant problem: 
“[o]verall, only 22 out of 88 reviewed journal articles refer to specific theories, models 
or paradigms as the basis for their research…Given the frequency of use of satisfaction 
and attitudes as concepts, it is not surprising to find that the two most commonly 
mentioned theories were the expectancy disconfirmation paradigm and the theory of 
reasoned action”.  
2.5.2 Airport Retailing – Contextual Factors 
Stimuli such as lighting, sound, smell and visually appealing displays give brands the 
chance to create an attractive and exciting atmosphere for their customers (Foster & 
McLelland, 2015) but this needs to be carefully managed (Turley & Chebat, 2002) in 
order to attract customers and create a positive brand image (Tolani & Mishra, 2015). 
There is a lot of research about how atmospheric stimuli in a non-airport environment 
work by affecting the internal states of the individual and their emotional responses 
(Chang & Huang, 2011). Airport environments are, however, highly managed and as 
such airports have become distinct spaces with particular kinds of atmosphere (Urry et 
al., 2016) that can be very different to traditional retail settings.  
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While there is some previous research on airport atmospherics it tended to focus on 
service, multi-lingual communication, the ability to pay with multiple currencies 
Geuens (2004), and noise levels, lighting and wayfinding (Bohl, (2014). While dwell 
time has been considered in previous research on atmospherics at airports (Bohl, 2014) 
the literature has largely centred on how the airport architecture affects passenger 
movements (Adey, 2008), describing the airport atmosphere (Rowley & Slack, 1999), 
shopping outcomes in an airport retail environment (Baron & Wass, 1996) and how 
atmospherics influence impulse buying (Omar & Kent, 2001; Crawford & Melewar, 
2003). Airport atmospherics and their link with sequential shopping have not been 
emphasized in prior research.  
Information seeking (Chung et al., 2013), service quality (Berry et al., 2002), impulse 
shopping (Crawford & Melewar, 2003), price (Lin WT & Chen, 2013), store-related 
attributes (Huang & Hsieh, 2011), shopping satisfaction (Perng et al., 2010) and gift 
shopping (Lin WT & Chen, 2013; Perng et al., 2010) dominate the literature on airport 
retailing. The links between shopping outcomes and airport atmosphere and other 
contextual factors such as time availability, payment type, product type, location of 
departure gates and walking distances is generally lacking in the travel retail literature. 
2.5.3 Critique of Prior Research on Travel Retail 
While airport retailing is expanding with more varieties and stores, most prior research 
sheds little light on travellers’ shopping patterns. Studies to date have been limited to 
describing the airport environment itself (Bohl, 2014; Rowley & Slack, 1999), the 
airport shopper (Dresner, 2006; Freathy & O'Connell, 2012), their attitudes (Chung, 
2015), and what motivates them to shop (Lin YH & Chen, 2013; Chung et al., 2013). A 
model of airport shopping behaviour was proposed by Baron and Wass (1996) followed 
by a typology to describe the airport shopper (Geuens et al., 2004). Such studies have 
revealed the uniqueness of the airport retailing environment when compared to a regular 
shopping environment and call for further theoretical development to understand 
travellers’ shopping behaviour in an airport retailing environment.  
Travel retail literature to date has been overwhelmingly descriptive; it has described the 
type of retail structures at airports (concession, authority owned, joint venture, 
management contract) and overall business models (Freathy & O'Connell, 1999; 
Morrison, 2009) and the commercial scale and diversification strategies (Tovar & 
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Martín-Cejas, 2009; Papatheodorou & Lei, 2006; Appold & Kasarda, 2006) of airports. 
This is in addition to literature on managing airports (Graham, 2014), and how the 
airport model influences airport revenues (Volkova & Müller, 2012; Zhang & Zhang, 
1997; Castillo-Manzano, 2010; Lei & Papatheodorou, 2010; Hsu & Chao, 2005) with 
all of this research building a case for airports as commercial propositions overall 
(Grant, 2006; Graham, 2009). While this body of work is important to understanding 
the business model of the airport overall, it is the awareness of how passengers 
experience and behave in an airport environment that gives depth to understanding the 
overall travel retail experience. From the passenger perspective much of airport travel 
retail looks at the hedonic and utilitarian orientated decision paths and their influence on 
shopper values, attitudes and behaviour (Chung, 2015). 
As can be seen in Table 2.3, findings from studies of airport commercial revenues are 
largely descriptive of the type of shoppers and their behaviour. 
Most of the travel retail literature around how shoppers interact with the airport retail 
environment is gathered from surveying passengers in real time, after a shopping 
experience (Chung et al., 2013) with very few studies linking the actual purchase data to 
the point of sale transaction data. Freathy and O’Connell (2012) did, however, use both 
observation and one to one interviews in their study of passenger behaviours to 
categorize differing types of passenger segments passing through an airport but this 
provided only a partial understanding of passenger actual shopping patterns. The danger 
with using surveys, observation and interviews, as opposed to actual purchase data, is 
that the findings may only provide a partial picture of passenger activity, without 
offering an understanding of the more complex patterns of behaviour. 
While some of the research on airport travellers does utilize actual data on passenger 
spend (Torres et al., 2005), the actual spends tend to be averages across a population 
and are not linked to the resulting passenger surveys, interviews or observations to 




Table 2.3: An Overview of Airport Commercial Revenues 
 
(Castillo-Manzano, 2010, p. 789) 
 
71 
2.5.4 Critique of Prior Research on Sequential Purchasing 
Many of the sequential purchasing theories are based around either the sequential 
mitigation effect (SME) (Dholakia et al., 2005; Mukhopadhyay et al., 2008; Sultan, 
2012) or shopping momentum (Gollwitzer & Heckhausen, 1990; Gollwitzer, 2012; 
Dhar et al., 2007; Brandstätter et al., 2015; Hoch & Loewenstein, 1991). 
Complementing the sequential purchasing literature is research on ego depletion 
(Baumeister et al., 1998; Li, 2008; Dewitte et al., 2009; Wang et al., 2010; 
Mukhopadhyay & Johar, 2009), choice (Dhar & Simonson, 1999; Vohs et al., 2008; 
Drolet, 2002; Dholakia et al., 2005), justification (Okada, 2005; Khan & Dhar, 2006) 
and inaction inertia (Arkes et al., 2002).  
The travel retail literature field has not been emphasized when it comes to work on 
sequential purchasing and what factors contribute to the phenomenon in an airport retail 
setting. Sequential purchasing studies have tended to emphasize impulsivity, but this 
may have a different emphasis in an airport environment. Dholakia et al. (2005) 
conceptualized SME as occurring only if the prior choice is impulsive. Their reason was 
that impulsive choices are mainly primarily a function of the level of desire that the 
decision maker experiences for the impulsive option(s) (p. 183) and that  
[s]pecifically, by functioning as a limited motivational resource, the experience 
of desire for the impulsive option in the first choice seems to deplete this 
resource, reducing the intensity of its experience in the subsequent choice task. 
As a result, the likelihood of choosing impulsively again is mitigated on account 
of having participated (and experienced desire) in the first choice. 
(p, 192) 
In an airport retail environment over 70% of shoppers report that their shopping is 
planned – but shoppers are also willing to impulsively spend more than initially planned 
(Freathy & O'Connell, 2012) as after the stress of check-in, immigration and security 
shoppers are willing to shop as their self-regulation has been depleted. So, while 
shoppers at airports plan to shop, they also shop impulsively.  
Airport shopping can be described as ‘planned impulsive’ shopping. SME is also 
described as a motivational contextual influence (Dholakia et al., 2005), so surely, 
regardless of whether Choice 1 is impulsive or non-impulsive this can still impact 
desire? In a retail context such as DDF, desire may be moderated by passengers 
justifying their purchase; they may feel that they have a ‘last chance’ to make their 
purchase before they depart, using a bank card will make it easier to make a purchase 
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(over 50% of customers use a bank card) and they may be consider the distance to their 
departure gate. Additionally, while a purchase may be impulsive, the presence of these 
variables, particularly when a sale is on, may turn a hedonic purchase into a utilitarian 
one. While SME finds that desire is a resource that is depleted through a prior impulsive 
purchase choice, this research proposes that contextual influences such as the presence 
of sale pricing, resource (money) availability, distance to gates (last chance), time 
between purchases and level of purchases can, in fact, increase subsequent purchases of 
hedonic and utilitarian items (in some cases purchases are classed as both through the 
justification process) as contextual triggers of the airport environment journey.  
Time lapses between sequential choices have not been considered in prior research on 
sequential purchasing. In Dholakia’s (2005) conceptualization of SME, time was not 
specifically studied as a factor and in their experiments the subsequent choice (C2) took 
place immediately after the first (C1). However, in a real life scenario Choice 2 takes 
place at varying periods of time from Choice 1 and research has shown that resources 
replenish over time (Tyler & Burns, 2008; Muraven & Baumeister, 2000) . The research 
carried out in this thesis takes into account the time elapsing between Choices 1 and 2 
and also distance between the shops of Choices 1 and 2 and distance and time to the 
gate of departure. 
Dhar et al. (2009, p. 9), as mentioned earlier, shed new light on why some people just 
carry on shopping, a phenomenon they call shopping momentum. They believe that 
underlying this momentum is a change in mindset; “a shift from a deliberation mindset 
to one of implementation. In the deliberation mindset, the potential customer evaluates 
the pros and cons of a purchase, rather in the manner suggested by the theory of utility 
maximization. However, once they have shifted to the implementation mindset, they are 
focused on purchasing....When they make the shift to an implementation mindset they 
will carry on shopping without engaging their evaluative capacity until something 
intervenes to break the momentum”. While both SME and shopping momentum have 
both sought in prior research to explain sequential purchasing they are opposing 
theories (SME explaining why sequential shopping does not happen and shopping 
momentum explaining why it does) and neither have never been studied in an airport 
retail setting.  
 
73 
Table 2.4 gives a visual overview of the journey that has taken place in this thesis in 
identifying the gap in travel retail literature, i.e. the lack of understanding of travel retail 
sequential purchasing. Sequential purchasing taking place at DDF is just over 28%. It 
will be interesting to observe how shopping momentum behaviours are impacted by the 
decisions that have to be made at an airport with regard to boarding times, distances to 
travel, travel stress, carry on allowances, etc. causing deliberation and thus interrupting 
the shopping momentum process? On the other hand, perhaps the presence of ‘planned 
impulsiveness’ is negating the requirement in SME for impulsiveness to be present and 
therefore SME is not taking place in its truest form. 
 
Table 2.4: Travel Retail Sequential Purchasing Gap Analysis 
Travel Retail Literature 
 
Developing a typology of Airport Shoppers: 
(Geuens et al., 2004); and airport shopping groups: 
(Omar & Kent, 2001); and airport shopping 
generally: (Freathy & O'Connell, 1999; 1998) 
 
Airport shopping journey and its impact on the 
shopper and their emotions: (Crawford & Melewar, 
2003; Lin YH & Chen, 2013; Castillo-Manzano, 
2010; Graham, 2014; Torres et al., 2005) 
 
Modelling airport shopping behaviour: (Baron & 
Wass, 1996) 
 
Airport shopping motivations (Chung et al., 2013) 
 
Planned v Impulsive Shopping at Airports: 
(Freathy & O'Connell, 2012; Omar & Kent, 2001; 
Geuens et al., 2004; Crawford & Melewar, 2003) 
 
Airport Business Models and the Impact of 
Passenger Demographics  (Bian & Forsythe, 2012; 
Papatheodorou & Lei, 2006; Chung et al., 2013; 
Perng et al., 2010; Graham, 2014; Lin YH & Chen, 
2013) 
Uniqueness of the Travel Retail Environment 
 
Airport Atmosphere impact on shoppers: (Geuens 
et al., 2004; Lin YH & Chen, 2013; Rowley & 
Slack, 1999; Freathy & O'Connell, 2012) 
 
The Reason for Travel and its impact on shopping 
behaviour: (Baron & Wass, 1996) 
 
Impact of the journey through the airport (the 
Travel Stress Curve): (Crawford & Melewar, 
2003; Thomas, 1997) 
 
Dwell time: (Lin YH & Chen, 2013; Chung et al., 
2013) 
 
Travellers’ emotions: (Castillo-Manzano, 2010; 
Graham, 2014; Torres et al., 2005) 
 
Class and Purpose of Travel: (Chung et al., 2013; 
Freathy & O'Connell, 2012) 
 
Cultural aspects associated with an airport (Lin 
YH & Chen, 2013) 
 
Time Pressure (Bowes, 2002; Kim & Kim, 2008; 
Lin YH & Chen, 2013) 
 




Sequential Purchasing Literature 
 
The Emotional Journey: (Ramanathan & Williams, 
2007; Mukhopadhyay et al., 2008; Albarracín & 
Wyer, 2000; Dholakia et al., 2005) 
 
Sequential Mitigation Effect: (Dholakia et al., 
2005; Mukhopadhyay et al., 2008; Sultan, 2012) 
 
Ego Depletion: (Baumeister et al., 1998; Li, 2008; 
Dewitte et al., 2009; Wang et al., 2010; 
Mukhopadhyay & Johar, 2009) 
 
Shopping Momentum Effect (Gollwitzer & 
Heckhausen, 1990; Gollwitzer, 2012; Dhar et al., 
2007; Brandstätter et al., 2015; Hoch & 
Loewenstein, 1991) 
 
Choice: (Dholakia et al., 2005; Vohs et al., 2008; 
Drolet, 2002; Dhar & Simonson, 1999) 
 
Justification: (Okada, 2005; Khan & Dhar, 2006) 
 
Inaction Inertia: (Arkes et al., 2002) 
Research Gap 
 
Sequential Purchasing in a Travel Retail 
Environment 
 
Both Dhar et al. (2009; 2007) and Dholakia (2005) carried out their studies of SME and 
shopping momentum (SM), respectively, in experimental environments. SME centred 
on desire as a motivational resource while SM operated through a mind-set shift 
towards implementation. They are opposing theories in that SME shows a reduced 
instance of Choice 2 but SM shows an increase. SME looked overwhelmingly at the 
role of desires but less so at self-control which has been shown to be depleted in an 
airport environment (Crawford & Melewar, 2003; Scholvinck, 2000) and did not take 
into account the influence of time. It was presumed that C2 happened immediately after 
C1 which is not the case in a real life situation. Time was treated similarly for shopping 
momentum (Dhar et al., 2007) with C2 happening immediately after C1 in the 
experimental design. In addition, it has been shown that “diminished strength of desires 
in the second task seemed to be counteracted by the decision maker’s chronic sensitivity 
to positive outcomes” (Dholakia et al., 2005, p. 192). In the research on shopping 
momentum Dhar et al. (2007) acknowledged that the nature of driver item and its 
moderating effect was not explored. It may be expected that products perceived as 
guilty pleasures will have less chance of impacting shopping momentum than those 
seen as utility based. This is because utility type products are more likely to be both 
purchased and impact second purchase choices whereas hedonic type products may 
impact first choices but have less chance of impacting a second choice due to the 
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deliberation they may evoke in the consumer as any negative feelings from the first 
purchase may permeate through to the next (Kivetz & Simonson, 2002; Fishbach et al., 
2003).  
This study is not carried out in controlled, experimental environments such as those on 
shopping momentum and SME (Dhar et al., 2007; Dholakia et al., 2005) but instead 
takes actual outcomes from purchases made at DDF and investigates the effect of 
contextual (such as time between Choices 1 and 2, walking distances, etc.), justification 
(resources available – bank card usage, last chance opportunity (time to departure), sale 
promotions, etc.) and product factors (hedonic/utilitarian) on subsequent choices, 
regardless of whether the initial purchase (Choice 1) is planned or not. 
2.5.5 Realism in Past Studies on Sequential Purchasing 
This study is set in a real life environment whereas overwhelmingly sequential 
purchasing literature has relied on experimental methods. The exceptions are Hoch and 
Lowenstein (1991) who carried out an examination of existing literature to study time 
inconsistent preferences and references point shifts in the shopping journey. As can be 
seen in Table 2.5, studies of both SME and shopping momentum to date have been in 
laboratory environments. While laboratory experiments have the advantage of being 
able to create control parameters, they have the disadvantage of lacking the dynamics of 
a real life setting. Experimental research can suffer from “personal biases, unreliable 
samples, artificial results, and results that can only be applied to one situation and may 
be hard to replicate and lastly difficulty in measuring human response” (Occupytheory, 
2014). In addition, experimental research is not always generalizable to real life 
situations. The data collected from DDF for this study is independent boarding card data 
from passengers, over six days in October 2015 and provides a very large data set of 
records of actual purchases made to which are added details of the shopping journey 
such as time, payment type, distances and demographics. This study will be one of the 
few on sequential purchasing to not use experimental methods and will instead use data 
collected from passengers who have made two purchases or more at Dubai International 
Airport (DXB). Passenger boarding cards, with unique identifiers were used to follow 
the spending patterns of individual passengers. 
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Table 2.5: Overview of Methodologies used in Various Sequential Purchasing Studies 







Immediate and Delayed 









The Cognitive Impact of Past 
Behavior… 
Albarracín & Wyer, 
2000 
Experiment Students 
The Role of Desires in 
Sequential Impulsive Choices 






The Role of Desires in 
Sequential Impulsive Choices 
Dholakia et al. 
(2005) 
Experiment Students 
Testing the Boundary for SME… Sultan, 2012 Experiment Students 







Ego Depletion: Is The Active 
Self a Limited Resource? 
Baumeister et al. 
(1998) 
Experiment Students 
The Role of Desires in 
Sequential Impulsive Choices 
Dholakia et al. 
(2005) 
Experiment Students 
The Effects of Appetitive Stimuli 
on Out-of-Domain… 
Li (2008) Experiment Students 
Trade-offs and Depletion in 
Choice 
Wang et al. (2010) Experiment Students 
Self‐Regulating Enhances 
Self‐Regulation in subseq… 
Dewitte et al. 
(2009) 
Experiment Students 








Indulgence as Self-Reward for 















The Shopping Momentum Effect Dhar et al. (2007) Experiment Students 
From Weighing to Willing: 
Approaching a Change… 
Gollwitzer et al. 
(1990)  
Experiment Students 
Deliberative and Implemental 
Mind-Sets: Cognitive Tuning… 
Gollwitzer & 
Heckhausen (1990)  
Experiment Students 





The Role of Deliberative Versus 
Implemental Mindsets… 




Making Choices Impairs 
Subsequent Self-Control… 
Vohs et al. (2008) Experiment Students 
Making Complementary 
Choices… 





Inherent Rule Variability in 
Consumer Choice… 
Drolet (2002) Experiment Students 
The Role of Desires in 
Sequential Impulsive Choices 

















Indulgence as Self-Reward for 




Licensing Effect in Consumer 
Choice 





Regret, Valuation, and Inaction 
Inertia 
Arkes et al. (2002) Experiment Students 
Deciding to Sell: The Effect Of 
Prior Inaction and Offer Source 





Goal Fulfilment and Goal 
Targets in Sequential Choice 




Prior studies reviewed used a single unit of measure (for example, the purchase of one 
food item as opposed to multiple food items in one purchase), and single units of 
measure subject to a yes/no purchase decision. Dholakia et al. (2005) used a gourmet 
sandwich versus a sweater, Dhar et al. (2007) the purchase of a key chain or a CD and 
Vohs et al. (2008) made participants choose between two products of the same type 
(e.g. two different colour tops or two different colour pens). Dhar and Simonson (1999) 
however, acknowledged that although most studies of consumer choices concentrated 
on individual choices, the majority of purchases are not made in isolation but take place 
alongside other product purchases, not necessarily from the same category. They 
investigated how the attributes of consumer choices in the same purchase moment 
impacted each other (e.g., the effect of consuming a tasty, unhealthy entree on the 
experience and likelihood of choosing a tasty, unhealthy dessert). Most shopping trips 
involve purchasing one or more items, putting them in a basket and then proceeding to 
the point of sale to pay. This research will take the work of Dhar and Simonson (1999)  
further by looking at real life purchasing situations in a retail environment at DDF. 
Items put in the basket can be both complementary and non-complementary and are 
chosen for a variety of reasons, both planned and impulsive. A real life shopping 
situation rarely involves an either/or decision. This study will examine each shopping 
moment, i.e. when a basket is brought to a point of sale, regardless of the amount of 
units put in the basket (Choice 1) and the effect it has on Choice 2. 
Boztuğ and Reutterer (2008) found that when there are many categories of product for 
sale then how to decide how the basket of purchases should be classified 
(hedonic/utilitarian) is an issue. Previous research to determine the hedonic or utilitarian 
value of a product looked at only the choice of one item (Drolet et al., 2007; Moore & 
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Lee, 2012; Ratchford, 1987; Kacen et al., 2012); however in many shopping situations 
the majority of shoppers will have more than one product in their basket. This is 
certainly the case at DDF with purchases of multiple items at both Choice 1 and Choice 
2. While Kamakura (2012) finds that the sequence of shopping that makes up each 
basket is significant, he also acknowledges that the sequence of purchases is influenced 
by store layout. Shopping at DDF is laid out across categories with separate points of 
sale (check out registers) for each category. For example, there are separate shops for 
gold, watches, liquor and tobacco, perfume, etc. each with their own dedicated 
merchandisers, advisors, store front, displays and points of sale. Thus, the overall basket 
purchase (C1 or C2) is likely to reflect the product category or contain a dominant 
product category that is either hedonic or utilitarian. Best fit models adopted by 
Ratchford (1987) and Voss (2003) have been used to classify baskets of purchases, i.e. 
as either ‘mostly hedonic’ or ‘mostly utilitarian’.  
Most prior research was carried out on food and sampled a homogenous participant 
group (university students). Research on sequential purchasing has involved 
experiments around food consumption (Ramanathan & Williams, 2007; Mukhopadhyay 
et al., 2008; Li, 2008) and their stimuli inducing effects while others have examined the 
utility of individual products (e.g. a key chain) compared with the hedonic qualities of 
another product (e.g. a CD) i.e. either/or type choices (Dholakia et al., 2005; Dhar et al., 
2007). In Dhar et al.’s (2007) study on shopping momentum university students were 
given the option of either keeping money after completing a task or buying a key ring or 
an educational CD. As with Dhar et al.’s (2007) study, the laboratory experimental 
studies on sequential purchasing to date have examined “either/or” purchase options for 
respondents. However, in a real life situation choice options when shopping do not 
happen so clinically. In a retail environment such as DDF there are thousands of 
products to choose from. This study takes this real life environment and studies the 
choices made in each location. In all previous studies, except for Dhar and Simonson 
(1999), the study participants were university students. This is an attempt to further 
research in this area from an experimental environment by taking data on sequential 
purchasing (airport passenger data) in a real life setting and analyzing it. As can be seen 
in Figures 2.8, 2.9 and 2.10 the passenger demographic at DXB is varied and 
multicultural with all of the gender, age and grouping demographics that are reflective 
of a hub airport (the largest globally for international traffic). In this study a sequential 
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purchase is defined as taking place when a passenger makes more than one purchase 
transaction. Each individual purchase transaction takes place at a point of sale (POS), 
regardless of the amount of product purchased in each transaction.  
2.5.6 Uniqueness of Travel Retail Environment and Justification of Theoretical Gaps 
Prior research on airport shopping has revealed the distinctiveness of the airport 
retailing environment. For instance, unlike consumers in a regular shopping 
environment, a passenger usually goes through what is known as the ‘travel stress 
curve’ (Scholvinck, 2000) where the stress of getting to the airport, check-in procedures 
and immigration cause stress to rise which then falls when the passenger enters the 
retail area and self-regulation decreases. This is why airport shopping is seen as ‘happy 
hour’ (Crawford & Melewar, 2003) shopping for airport retailers and features impulse 
or unplanned purchasing. In addition, many passengers at airports experience 
timelessness and placelessness (Rowley & Slack, 1999), particularly when travelling 
between differing time zones and having to change planes (sometimes more than once) 
to reach their final destination. Airport dwell time, the amount of time post security but 
before boarding, has a large impact on a passenger’s shopping decisions. As the waiting 
time at an airport increases so does the likelihood of purchasing (Castillo-Manzano, 
2010) and time pressure has also been shown to impact airport shopping (Bowes, 2002; 
Kim & Kim, 2008; Lin WT & Chen, 2013).  
The way that passengers at an airport tend to shop can be different to the way they shop 
in non-airport environments. Some become engaged and distracted by the features 
particular to the airport space such as customer service in multiple languages and 
payment in multiple currencies, while many make unplanned purchases or purchase to 
kill time, but overall being impacted by the atmosphere of the airport (Geuens et al., 
2004).  
The airport journey that passengers experience at an airport is very different from that 
they experience in a traditional shopping environment and while passengers are at an 
airport to primarily take a flight, the trip to the airport and exploring the airport is 
viewed as part of the overall journey experience itself (Baron & Wass, 1996). Travel 
and airport motivations are different to those motivations experienced in different, non-
airport, environments (Chung et al., 2013) and airport shopping is typically connected to 
the airport journey in terms of purpose and experience (Omar & Kent, 2001). 
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3. Conceptual Development and Hypotheses 
Against the backdrop of the previous chapter, this research aims to develop and test a 
model to investigate the factors influencing sequential purchasing behaviour in the 
travel retail environment, in this case, an airport. Considering the unique retailing 
environment at airports, it is important to define where the sequential purchasing that is 
relevant for this research context takes place, namely, duty free shops. Building on prior 
research on sequential purchasing, the proposed model identifies important contextual 
and demographic factors that influence the phenomenon.  
3.1 Sequential Purchasing at Airports 
“The elements of a sequence are events, drawn from a set of all possible events in a set 
of sequences, the universe of events” (Abbott, 1995, p. 95). “Consumer behaviour can 
be seen as a succession of events (e.g. decisions/choices)” and, from a marketing 
perspective, the analysis of sequences is centred around how one purchase follows 
another (Prinzie & Van den Poel, 2006, p. 711) This pattern of decision making is seen 
in the daily behaviour of most shoppers where one decision follows another (Dholakia 
et al., 2005).  
Previous research on sequential purchasing (Dhar et al., 2009; 2007; Dholakia et al., 
2005; Sultan, 2012; Brandstätter et al., 2015; Mukhopadhyay & Johar, 2009; Dewitte et 
al., 2009) took place in laboratory experimental environments where sequential 
purchasing was operationalized as ‘either/or’ type decisions of a choice between one of 
two products in the same moment (Novemsky & Dhar, 2005; Dholakia et al., 2005); 
there was no choice to purchase any other options, and where the second purchase 
choice happened immediately after the first (Dhar et al., 2007). 
This study was carried out in a non-experimental environment, i.e. Dubai International 
Airport, and looks at the contextual factors of both DDF and the airport itself and their 
impact on subsequent choices made. In this study, sequential purchasing is defined as a 
succession of purchasing events during the shopping journey in an airport retailing 
environment. Each purchase may involve multiple items, thus this definition can be 
viewed as an extended conceptualization of sequential purchasing as studied in prior 
literature where it was only examined in the form of two sequential choices, one 
immediately following the other. As I will argue later, the shopping journey in airports 
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is subject to time constraints and likely to have a fairly short time window. Thus, 
shopping at the airport also resembles the shopping momentum phenomenon. Of 
particular interest in this thesis is the relationship between the first purchase and the 
second. This thesis aims to reveal the factors that influence the second purchasing event.  
3.2 Research Model and Hypothesis Development 
To date, research on sequential purchasing has focused on the role of desires and ego 
depletion (Dholakia et al., 2005; Brandstätter et al., 2015), self-regulation (Dewitte et 
al., 2009; Vohs et al., 2008), justification (Mukhopadhyay & Johar, 2009; Okada, 
2005), mind sets (Dhar et al., 2007; Gollwitzer, 2012) and goal fulfilment (Novemsky & 
Dhar, 2005).  
While there is research on context and retailing (Huang & Hsieh, 2011; Donovan et al., 
1994; Morrin & Chebat, 2005; Mehrabian & Russell, 1974) there has been very little 
study on the effects of context on sequential purchasing. This thesis aims to identify the 
contextual factors in an airport environment that may influence the shopping journey 
and affect the probability of the sequential purchase and/or the expenditure of the 













Figure 3.1: Conceptual Model of Sequential Purchasing in an Airport Retail Setting 
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3.2.1 Impact of the First Purchase (Instances and Expenditure) 
Hoch and Loewenstein (1991, p. 492) show how “consumers experience sudden 
increases in desire for a product, increases that can result in the temporary overriding of 
long-term preferences”; this behaviour may be explained by a form of momentum in the 
sequence of making a purchase, i.e. they describe shopping momentum as occurring, as 
mentioned earlier, “when an initial purchase moves the consumer from a deliberative to 
an implemental mind-set, thus driving subsequent purchases” Dhar et al. (2007, p. 370). 
The effect of context on shopping momentum is investigated in this research. 
Prior research around environmental factors that impact how decisions are made show 
how data that was used during a previous decision can impact the next (Dhar & 
Simonson, 1999; Drolet, 2002; Dholakia et al., 2005). While all retail environments 
share similarities, the context of an airport environment brings with it many differences 
such as time availability, ‘last chance’ decisions, walking distances and emotions 
evoked by the airport environment itself. After the stress of check-in, immigration and 
security, passengers’ self-regulation is depleted (Crawford & Melewar, 2003) at which 
point the ‘happy hour’ (Omar & Kent, 2001) is experienced by travellers when their 
mindset moves to a high level of excitement and when they are most open to shop. This 
shift in mindsets is also seen as an underlying assumption in shopping momentum, i.e. 
from deliberation to implementation (Dhar et al., 2007) as mentioned earlier. This 
research looks at contextual factors within the airport that promote shopping momentum 
(implementation) and interrupt shopping momentum (deliberation). These contextual 
factors include airport journey-related, crowding and product/transaction related factors. 
Before looking at these contextual factors it is important to look at the impact that the 
first purchase (C1) at an airport has on the sequential purchasing travel retail sequence. 
Most passengers plan their shopping before arriving at the airport (Freathy & O'Connell, 
2012) as the total time available to shop (dwell time) is reduced by the airport journey 
(check-in, immigration, security, wayfinding and boarding process). Thus, the time in 
which sequential purchasing can take place is limited by the airport journey itself. This 
means that shopping, and specifically sequential purchases, need to take place in a 
relatively short time span. Added to this is the fact that travellers are reluctant to stray 
from the main route to their departure gate or to retrace their steps (Freathy & 
O'Connell, 1998; 2012; Geuens et al., 2004): studies have found that passengers spend 
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far less time in the retail areas than they do on the rest of the airport journey, 
particularly at check-in, immigration and boarding (Bohl, 2014).  
The retail area at DDF is broken up into well defined, demarcated homogenous 
shopping areas such as liquor and tobacco, perfumes and cosmetics, fashion, jewellery 
and electronics. While shopping takes place within each of these areas, any subsequent 
purchases can be affected by the airport journey, crowding and product or transaction-
related factors inherent to the airport itself which may encourage implementation or 
deliberation. Shopping momentum can be interrupted by any of these factors and the 
more time that elapses between each purchase, the more time there is for these outside 
forces to occur. As mentioned earlier, in Dhar et al.’s (2007) study of shopping 
momentum their experiments were set up so that the target choice immediately followed 
the first purchase; the authors acknowledged that they had not considered intervening 
time between the two purchases and they expected that the driver impacting shopping 
momentum would weaken rapidly as time progressed. This is emphasized even more in 
an airport context as previously discussed and it is therefore hypothesized that in an 
airport retail environment such as DDF that for shopping momentum to occur Choice 2 
will happen relatively quickly after Choice1, otherwise deliberation will interrupt the 
implementation process.  
H1: Instances of C2 will happen relatively quickly after C1. 
As previously noted, Dhar et al. (2007) describe shopping momentum as taking place 
when “the initial purchase moves the consumer from a deliberative to an implemental 
mind-set” and they also find in their later work on creating shopping momentum (2009) 
that once the customer is in the deliberation mindset they will weigh up the reasons for 
and against make the and that once a shopper has taken on an implementation mindset, 
they are concentrate on making a purchase, until that purchase is finally made. They 
describe it as the ‘shop till you drop’ phenomenon and that once a customer shifts their 
focus to that of implementation they will continue to shop without using their evaluative 
capacity, at least that is until something interrupts the momentum process.  
In a shopping context, utility maximization (getting the most from the money they have) 
would suggest that once a shopper has made a purchase then the chance of them making 
another purchase are less (Dhar et al., 2009); however, consumers do not always make 
correct predictions about what they will choose and as a result their utility maximization 
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may fail (Kahneman & Thaler, 2006). Thus, while budgetary constraints and resources 
available would, on the surface, cause deliberation, in an airport environment where 
self-regulation has been significantly reduced due to airport contextual factors, once a 
customer has ‘fallen off the wagon’ (Hoch & Loewenstein, 1991) budgetary constraints 
may not operate as they would in a non-airport environment.  
Vohs and Faber (2007) found that when a consumer’s resources of self-regulation are 
depleted they value purchases more than usual and are willing to spend more. Freathy 
and O’Connell (2012) found that in an airport environment, despite the planned nature 
of the airport shopping spend, in the majority of cases the actual spend was higher. 
Crawford and Melewar (2003) also acknowledge the strong opportunity level for 
passengers to buy more than they had initially planned in an airport retail environment. 
Once the decision has been made to spend money, the amount will increase over time 
(Castillo-Manzano, 2010). Once a passenger has made the decision to purchase again at 
DDF, any restraint normally experienced in a non-airport retail setting may be impacted 
by the ‘last chance’ opportunity to purchase. It is therefore hypothesized that:  
H2a: The higher the level of expenditure at C1, the more positive the impact on 
instances of C2. 
H2b: The higher the level of expenditure at C1, the more positive the impact on 
expenditure at C2. 
As argued, sequential purchasing, when it happens, is likely to occur in a short time 
span. According to shopping momentum theory (Dhar et al., 2007; Gollwitzer & 
Heckhausen, 1990) shopping momentum takes place when the first purchase moves the 
shopper from a deliberative to an implemental mind-set, resulting in additional 
shopping events. This thesis looks at the influence of airport contextual factors on 
sequential purchasing. The following three categories of contextual factors are 
examined: 1) airport journey factors, such as airport dwell time, walking distances to 
departure gates and journey destination; 2) crowding factors, both human crowding at 
the airport and also in the shops along with the spatial crowding of the shops 
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themselves; and, 3) product/transaction related factors, such as product involvement, 
payment type, product type and the effects of a store-wide promotion.2  
3.2.2 Impact of Airport Journey Related Factors  
The airport journey is a unique context in which retailers aim to encourage passengers 
to shop and differs from that of a traditional retail environment. Time available in the 
retail area, walking distances to departure gates and the destination of travel are all 
examined to conceptualize their impact on sequential purchasing. 
Time Available  
Time available in an airport refers to the time available to a passenger to spend in the 
areas featuring shops and restaurants (Bohl, 2014) and is outside passengers’ control 
unlike time spent in a mall which is a dependent variable, driven and controlled by 
customer needs and preferences (Levy & Weitz, 2009; Wakefield & Baker, 1998). Bohl 
(2014) argues that in situations where a limited time is available for shopping, such as 
an airport, time becomes an input variable, and may influence consumer spending. The 
chances that a passenger will shop at the airport is impacted by the availability of time; 
the more time available to the passenger the more they will spend (Torres et al., 2005; 
Volkova & Müller, 2012).  
How customers make decisions while shopping is also impacted by the amount of time 
they have available (Iyer, 1989; Herrington & Louis, 1995; Vermeir & Van Kenhove, 
2005); they feel ‘time pressure’, the “psychological stress that results from having to get 
things done in less time than is needed or desired” (Venes & Taber, 2005, p. 2227) with 
Soars (2009) noting a direct link between time available and the likelihood of an 
individual making a purchase. This was also observed in an airport environment with a 
link between dwell time and sales (Bohl, 2014), and extended shopping times resulting 
in higher sales (Herrington & Louis, 1995). The time that a passenger spends on check-
in, immigration, security and wayfinding can, in some cases, reduce the time spent in 
the retail area to anywhere between 17% and 25% of the total time at the airport (Bohl, 
2014; Graham, 2009) and more than 50% of all shopping occurring within 30 minutes 
of passengers entering the retail area (Freathy & O'Connell, 2012).  
                                                 
2 The 20% off store-wide promotion applied to all categories except electronics, gold and some high value 
watches. DDF owns 90% of the stores at DXB. 
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As mentioned earlier, shopping momentum is likely to be a fairly short-term 
phenomenon as it is halted as soon as the customer’s attention is shifted from 
implementation to deliberation (Dhar et al., 2009). If a shopper at an airport has limited 
time availability to shop they may become more deliberative rather than implemental as 
they consider how much time is needed to get to their departure gate and go through the 
boarding process. Their primary task of taking their flight may consume any need to 
further shop. Any deliberation caused by the amount of remaining dwell time may 
disrupt the shopping momentum process. It is therefore hypothesized that the more time 
passengers have to shop at an airport, the more likely they are to make another 
purchase: 
H3a: The longer the time available between C1 and departure, the greater the 
positive impact it will have on instances of C2. 
In addition, it has been shown that the propensity to make unplanned versus planned 
purchases increases over the course of a shopping trip (Gilbride et al., 2015) and the 
longer the airport dwell time the greater the airport spend (Castillo-Manzano, 2010). 
Anything that can increase the dwell time for passengers at an airport is an important 
determinant of airport sales (Freathy & O'Connell, 2012) and it is hypothesized that 
once the decision to shop again has been made, the shopper will become more 
impulsive and less budget conscious resulting in a rise in expenditure at C2: 
H3b: The longer the time available between C1 and departure, the greater the 
positive impact it will have on expenditure at C2. 
Walking Distances (measured in minutes) 
In non-airport retail settings, consumers try take the shortest route possible when 
moving from shop to shop (Bieger & Wittmer, 2006; Brooks et al., 2008); however, in a 
large airport such as DXB passengers have to walk long distances and the retail 
offerings are spread over large areas. Once passengers enter the retail areas after 
security, etc. they experience the ‘happy hour’ when they are more likely to shop and 
wander (Crawford & Melewar, 2003; Omar & Kent, 2001), with the majority of 
shoppers going to multiple shops (Freathy & O'Connell, 2012) as they browse to kill 
time (Baron & Wass, 1996). Airports provide a lot of wayfinding for passengers with 
flight information screens and signage and, at DXB, timed walking distances to 
departure gates are also displayed.  
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Some studies have noted that passengers are unwilling to retrace their steps or stray 
from the main route to the departure gate (Freathy & O'Connell, 1998; 2012; Geuens et 
al., 2004) but this is counteracted as far as possible through airport layouts. At DXB, 
passengers are guided through the retail offerings on their route to their departure gate 
and, as a result they have very little opportunity to avoid the shopping areas. Also, the 
further away their departure gates are, the more shops they will exposed to. Added to 
this are the effects of the travel stress curve (Crawford & Melewar, 2003; Scholvinck, 
2000) in which the stress of the airport journey prior to arriving in the retail areas 
corresponds with a lowering of self-regulation. The lowering of self-regulation 
combined with any shopping momentum occurring will mean that passengers will find 
it harder to resist shopping. This will be exacerbated the more temptation (shops) they 
encounter. It is therefore hypothesized that:  
H4a: The greater the walking distance between C1 and the departure gate, the 
more positive the impact on instances of C2. 
Following on from H4a, it is hypothesized that the combined effect of the unwillingness 
of passengers to retrace their steps or deviate from the main route to the departure gate 
(Freathy & O'Connell, 1998; 2012; Geuens et al., 2004) with the perception of ‘last 
chance’ to purchase while exposed to shopping opportunities will have a positive 
impact on shopping momentum and it is therefore hypothesized that: 
H4b: The greater the walking distance between C1 and the departure gate, the 
more positive the impact on expenditure at C2. 
Destination GDP 
Destination of travel is often used in data analytics for airport retailers to understand the 
purchase behaviours of differing destination patterns. To date, studies on destination 
have largely been descriptive (Lin YH & Chen, 2013; Castillo-Manzano, 2010) and 
have looked at destination in terms of products purchased. This study considers 
anticipation of the destination itself as a future event, in terms of contemplation of 
prices of products at the destination compared to those at DXB and how this affects 
behaviour and specifically its impact on sequential purchasing. 
Many people experience feelings of uncertainty about the future, such as hopefulness, 
anxiety and suspense (Caplin & Leahy, 2001) and it makes sense that how positive or 
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negative a person feels about the future will impact their decision making and feelings 
of motivation (Faria & McAdam, 2013) and affect how they perform basic tasks and 
decision making (Harris, (2012). This anticipation of the future journey at the airport 
and its impact on decisions being made at the airport may spill over into a passenger’s 
purchase decisions around elements such as price, currency and value in comparison to 
their destination they are travelling to.  
The reason that passengers are making a journey from the airport is to get to their final 
destination and it is understandable that they will feel some anticipation about what lies 
ahead. While previous studies on consumer behaviour have looked at cultural 
differences (Lee & Kacen, 2008; Kacen & Lee, 2002; Huang & Hsieh, 2011; Zhang & 
Winterich, 2010), the impact of income-related criteria (Castillo-Manzano, 2010) and 
purchasing power (Dubois & Duquesne, 1993), none have included anticipation of the 
final destination, a common factor to all travellers. Any deliberations that shoppers are 
having can affect subsequent purchases as considerations about their future destination 
may act as interrupters to shopping momentum.  
The more economically developed a destination is, the fewer differences in the 
comparability of international brand names sold there and in an airport retail 
environment. This will affect passengers’ anticipation of their shopping needs with 
reference to their destination of travel in different ways. It is possible that those 
destinations with progressively higher GDP per capita might be perceived as an 
alternative to DDF, as a result of their access to international brands and product ranges, 
so that the anticipated shopping possibility may also contribute to passengers going to 
these destinations shopping less in the airport. Overall, it is the act of deliberation that 
can replace implementation and therefore interrupt shopping momentum. 
In this study, Gross Domestic Product (GDP) is the measure used to operationalize 
anticipated prices at a destination. “GDP has become widely used as a reference point 
for the health of national and global economies” (Callen, 2017) and is a standardized 
measure which can be used to compare destinations. This will affect passengers’ 
anticipation of their future navigation of their travel destination in different ways (e.g. 
price comparisons, spending ability and currency considerations). It is therefore 
hypothesized that contemplation of destination prices and product availability in 
comparison to DDF will have a negative impact on shopping momentum and in turn 
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instances of C2 due to the deliberation caused. Should instances of C2 occur, this will 
also affect the expenditure levels at C2. It is therefore hypothesized: 
H5a: High destination GDP considerations will negatively impact instances of 
C2. 
H5b: High destination GDP considerations will negatively impact expenditure 
at C2. 
3.2.3 Impact of Crowding at the Airport 
Two aspects of how crowds are perceived, i.e. human crowding and spatial crowding 
have been highlighted in prior research (Harrell et al., 1980; Machleit et al., 1994). 
Human crowding in a retail space refers to “many shoppers being present during a given 
time and at a given place” (Li et al., 2009, p. 635). For the purposes of the following 
hypothesis, ‘human crowding’ refers to the amount of people present and is broken 
down into human crowding in the store itself (human crowding) and crowding in the 
airport (airport crowding) and is developed in hypotheses 6a to 6d. Spatial crowding is 
developed in hypotheses 6e and 6f.   
Human Crowding and Airport Crowding 
The physical architecture of an airport affects how passengers are both moved and move 
through the airport space, and shoppers behave differently when confronted with a 
crowded retail environment. The ‘right’ level of crowding will create an exciting store 
atmosphere, but too much will cause congestion and make it difficult for passengers to 
shop.  
Whiting (2009, p. 487) found that although a variety of coping strategies were used in a 
crowded retail environment (“distancing, avoidance, social support, rational thinking, 
action, escape, positive thinking, emotional venting, and confrontive”), the majority 
(73%) of shoppers reacted with an ‘action’ coping mechanism, i.e., they 
planned/strategized, and focused on their shopping targets while surveying the shopping 
environment and managing their time while in the store. Li et al. (2009) found that 
perceived human crowding had an overall positive impact on shoppers; it may also be a 
contributor to the overall positive store atmosphere and shopper satisfaction (Eroglu et 
al., 2005; Machleit et al., 2000). Li et al.’s (2009) conceptualization of retail crowding 
was based on the Mehrabian and Russell (1974) model which demonstrated how the 
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stimulus of crowding affects emotion (pleasure, arousal and dominance) and ultimate 
consumer behaviour in a shopping environment. Crowding involves the social presence 
of other shoppers which has been found to affect shopping (Argo et al., 2005); “a need 
to belong is a fundamental human motivation” in social situations (Baumeister & Leary, 
1995, p. 497). Experiencing spaces in the presence of other shoppers can help to create a 
sense of social connection and impact positive responses; shoppers also tend to follow 
the navigation behaviours of other shoppers around them (Harrell et al., 1980), thus the 
very presence of customers in the store will attract other customers (Hui et al., 2009).  
All things being equal, the overall positive impact of crowding on store atmosphere will 
have a positive impact on shoppers entering the store. It is hypothesized that the positive 
impact of crowding will help implementation and will have a positive overall impact on 
shopping momentum and, in turn, instances of and expenditure at C2. It is therefore 
hypothesized that: 
H6a: Human crowding at C1 will have an overall positive impact on instances 
of C2. 
H6b: Human crowding at C1 will have an overall positive impact on 
expenditure at C2. 
H6c: Airport crowding at C1 will have an overall positive impact on instances 
of C2. 
H6d: Airport crowding at C1 will have an overall positive impact on 
expenditure at C2. 
However, “[d]ensity is an objective measure and refers to the number of people in any 
given space” whereas “crowding generally refers to people’s psychological response to 
density, that is, to their feelings of being crowded, having a lack of privacy or an 
increase in unwanted interactions or psychological distress” (Gray, 2001, p. 8). While, 
for some, crowded situations are “exciting and inviting”, for others they are “threatening 
and foreboding” and so although a crowded shopping environment may be appealing to 
some, others may find it intimidating and choose to leave (Dion, 2004, p. 250). Prior 
studies have looked at density at just one moment in time and presumed it to be linear 
and static (Machleit et al., 1994).  
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Dion (1999), however, found that in a real life situation this linear and static assumption 
of crowding is not the case and crowding sensations are shaped in many different ways; 
feelings of discomfort take more time to develop, consumers’ pleasure and perceived 
control decrease progressively, and are coped with through avoidance, aggressiveness, 
opportunism and self-blame with some factors such as opportunism having a direct 
effect whereas avoidance takes time to develop. In their study of crowding and shopping 
satisfaction, Eroglu et al. (2005, p. 1152) suggested “an inverse U relationship between 
crowding and satisfaction such that extremely crowded and extremely un-crowded 
conditions tend to generate the undesirable states of over and under arousal, 
respectively”. This raises the question of what is an optimal crowding level given that 
the positive effects of crowding decline as the shop becomes overcrowded. It is 
therefore hypothesized that the strength of this U-shape phenomenon will continue to 
have the same effect on instances of C2 as follows: 
H6e: The positive effects of human crowding at C1 on instances of C2 will form 
an inverted U-shape. 
H6f: The positive effects of airport crowding at C1 on instances of C2 will form 
an inverted U-shape. 
Spatial Crowding 
For the purposes of examining spatial crowding in this study each concourse is used as 
an analogy to ‘the shop’ as described in the literature and the different configurations of 
shops, shop layouts, product merchandising and displays in the concourse represent ‘the 
shop’s’ internal layout.  
Spatial crowding involves how a store’s internal physical presence is perceived by 
shoppers. Lee et al. (2011) found that the shop fittings in the aisles areas had the 
strongest impact on perceptions of crowding in the store, followed by the overall 
navigation design of the store shop fittings which built on the earlier findings Li et al. 
(2009) who found spatial crwoding results from inadequate design of the floor space 
adn shopping. Spatial crowding and its impact are well documented in literature; 
Freathy and O’Connell (2012) and Li et al. (2009) both found that perceived spatial 
crowding as a result of high spatial density negatively impacted consumers’ positive 
emotions. Indeed, spatial crowding has been found to be negatively related to the 
overall positive emotions that shoppers tend to experience (Eroglu et al., 2005; Machleit 
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et al., 2000) while the design layout density of the store has an impact on consumers’ 
intention to shop (Penz & Hogg, 2011). In addition, the store image and atmosphere was 
negatively related to spatial crowding (Lee et al., 2011).  
Each concourse at DXB is open plan with one shopping category area flowing into the 
next. Tiling and carpeting on the floor and signage overhead, along with visual displays 
are generally the only separators. However, they are very different in terms of both 
space and passenger focus. CA and CB are used by Emirates Airlines exclusively and 
with CB being far busier than CA. All other airlines (in addition to some Emirates 
flights) use CC. 
Concourse A (CA) is the newest of the three concourses and this is reflected in its 
design specifications, features and high-end fixtures and fittings which take up 
approximately 60% of the floor area. It is focused on luxury goods and nearly all of the 
fashion offerings are in individualized ‘shop in shops’ (SiS) (such as Gucci, Hermes and 
Ferragamo) placed along its central winding spine. Additionally the other (non-SiS) 
product offerings are in non-uniform foot prints (some wide, some narrow) to ‘lead the 
eye around the corner’ as such, with the intention that the passengers will discover new 
shopping offers at every turn. It has the most amount of floor space devoted to liquor, 
tobacco and food products, but just under half the amount of space devoted to perfumes 
and cosmetics in Concourse B. The lines of the shop perimeters for the non-SiS are 
mostly curved as are the display units. 
Concourse B has a narrower, straight central spine; the SiS shops in this concourse are 
devoted to jewellery, chocolates, skincare, etc. Fixtures and fittings mostly have straight 
lines to reflect the long and shallow category areas and shop footprints. Although it has 
20% more individual shopping areas than CA, fixtures and fittings take up the same 
amount (60%) of the concourse floor space. In this concourse, fashion offerings are 
given space allocation among the wider fashion retail offerings and liquor, tobacco and 
food products have only 80% of the floor space that they do in CA. It has the highest 
percentage of space allocated to perfumes and cosmetics of the three concourses and is 
also the busiest. 
Concourse C has a wide open central area from which it is possible to see most of the 
total retail area. It is less densely fitted out than CB and CA due to the larger floor 
footprint, with just over 40% of floor space taken up by fittings and displays. CC has 
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less of an emphasis on fashion categories compared to CA and CB, having a far higher 
density of core categories such as liquor and tobacco, perfumes and cosmetics, 
electronics, gold and food displays relative to its footprint size. It is also the only 
concourse where passengers have to pass through the retail area in order to reach their 
departure gate. 
Given the differing spatial layouts across all three concourses, it is hypothesized that, all 
things being equal, spatial crowding will have a negative impact on both instances and 
expenditure of C2:  
H6g: Spatial crowding at C1 will negatively impact instances of C2. 
H6h: Spatial crowding at C1 will negatively impact expenditure at C2. 
3.2.4 Impact of Product/Transaction Related Factors  
Product Involvement 
Zaichkowsky (1985, p. 342) defined involvement as “a person’s perceived relevance of 
the object based on inherent needs, values, and interests”; the Business Dictionary 
(2018) defines product involvement as “[t]he level of a consumer’s interest in 
purchasing a certain product type and how committed they are to purchasing a given 
brand. Product involvement by consumers tends to be greater for goods that have a 
higher cost and are bought after considerable research and thought”. Product 
involvement affects consumer behaviour, such as purchase intention (Quester & Smart, 
1998). Previous research (Howard & Sheth, 1969; Laurent & Kapferer, 1985; Bowen & 
Chaffee, 1974; Saleem et al., 2012) found that product involvement had a direct 
relationship to impulse purchasing. Product categories at DDF are put into individual 
zones with homogenous product types. Zones for liquor, tobacco, perfume and 
cosmetics are located in large open areas with a self-serve, supermarket type 
configuration in which there is little requirement for customers to interact with sales 
staff. Other categories, however, such as watches, gold and jewellery, are kept in 
showcases and so customers are required to interact with sales staff. These product 
categories are classed as ‘high involvement’ at DDF.  
The sequences involved in a purchase cycle are affected by the environment within 
which individuals live and function. Studies have shown that different aspects of 
psychological distance (e.g. social distance) affect mental construal and that these 
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construals, in turn, guide behaviour (Trope et al., 2007). According to social impact 
theory (Latané, 1981, p. 343), “when other people are the source of impact and the 
individual is the target, impact should be a multiplicative function of the strength, 
immediacy, and number of other people”. Interactive social situations with, for 
example, a sales assistant can slow down the shopping process and can lead to a longer 
time spent at the store and therefore impact interaction and the final purchase made 
(Zhang et al., 2014). 
Warrington and Shim (2000) discussed involvement in relation to the internal stimulus 
process and found it to be made up of intensity, direction, and persistence (Hoonsopon 
& Puriwat, 2016). Shoppers will consider the amount of involvement they have to 
expend to make the purchase (Clarke & Belk, 1979) and consumers focus more effort 
and attention in the case of high product involvement (Hoonsopon & Puriwat, 2016). It 
is therefore clear that when shoppers are considering a high product involvement 
purchase they will look for more information, weigh their decision and exert more effort 
and attention on their purchase. Hoch and Loewenstein (1991) suggest that shopping 
encourages more shopping and Gollwitzer et al.’s (1990, p. 1119) theory of implemental 
and deliberative mindsets finds that the first purchase moves the consumer from a 
deliberative to an implemental mindset, which impacts sequential purchases. It is 
therefore hypothesized that: 
H7a: Products requiring high involvement at C1 will have a positive impact on 
instances of C2. 
As noted earlier, Dhar et al.’s (2009) shopping momentum theory finds that once a 
customer makes the transition to an implemental mindset they will then continue to 
shop relatively unconstrained by concerns about value. It is therefore hypothesized that: 
H7b: Products requiring high involvement at C1 will have a positive impact on 
expenditure at C2. 
Products that require high involvement in terms of information seeking and engagement 
will have a longer sales transaction time. Too little product involvement and too much 
product involvement may both have negative impacts on purchase outcome. Too little 
will have a negative impact on instances of C2 as the customer may have less 
engagement with the purchase and too much may start eating into time available to 
shop. It is therefore hypothesized that: 
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H7c: The positive effects of product involvement on instances of C2 will form an 
inverted U-shape. 
Payment Type 
Bank card usage at DDF has been increasing steadily as shown in Table 3.1: 
Table 3.1: Percentage of DDF Bank Card Sales to Total Sales 
Month Total Sales(US$) Total Bank Card Sales (US$) BC % of Total Sales 
October 2010 409,075,693 169,656,513 41% 
October 2011 453,691,727 194,472,300 43% 
October 2012 516,479,093 241,259,214 47% 
October 2013 557,644,639 276,874,940 50% 
October 2014 579,483,956 299,043,694 52% 
October 2015 517,483,956 283,419,706 55% 
(DDF, 2016) 
As can be seen from the above, the use of bank cards at DDF is increasing year on year. 
It is important to understand the impact that this is having on the business of DDF and, 
in particular, the impact payment type is having on sequential purchasing.  
Dhar et al. (2009), as noted earlier, found that shopping momentum is likely to be a 
fairly short-term phenomenon that will be brought to a halt as soon as the customer’s 
attention is shifted to deliberation. Focusing on budgetary or financial resources leads to 
a deliberative mindset and interrupts momentum. Payment method is a response to a 
customer’s exposure to in-store stimuli to make a purchase (Inman & Winer, 2009). 
Customers can make payments in a variety of ways (e.g., cash, credit card, debit card3 
or a combination thereof). When purchases are made customers may experience the 
“immediate pain of paying, which can undermine the pleasure derived from 
consumption” (Prelec & Loewenstein, 1998, p. 4). When a consumer is focusing on 
payment-related issues this may cause deliberation which in turn can interrupt the 
shopping momentum process. 
Unlike payments with cash, paying with a bank card means that the customer, mentally 
at least, receives the product before s/he pays for it (when the statement is received). 
Money available has been seen to have a positive effect on impulse purchasing (Beatty 
& Ferrell, 1998) and payment by credit card will increase the likelihood of an 
                                                 
3 For the purposes of this study debit cards were treated as equivalent to credit cards as sales undergo the 
same authorization process and collectively are referred to as ‘bank cards’. 
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unplanned purchase (Inman & Winer, 2009). Research has shown that using a credit 
card can increase how much a consumer spends (Feinberg, 1986; Saleh, 2012; Roberts 
& Jones, 2001; Phau & Woo, 2008) and customers who pay with a credit card often 
spend beyond their means (Pirog & Roberts, 2007). Customers who pay with credit 
cards are also less price sensitive (Tokunaga, 1993; Roberts & Jones, 2001) and often 
purchase higher ticket items (Deshpande & Krishnan, 1980).  
At DDF, over 50% of purchases are made with bank cards and these customers’ average 
spend is 2.7 times that of a customer who pays with cash (DDF, 2016). It is 
hypothesized that paying for purchases with a bank card will not cause the budgetary 
deliberation that may occur in shopping momentum when paying with cash and 
therefore higher instances of C2 will be seen for purchases paid for with a bank card. 
Therefore: 
H8a: Payment with a bank card at C1 will have a positive impact on instances 
of C2. 
Also, all things being equal, when instances of C2 occur, expenditure will be higher 
when payment is made by bank card. Therefore: 
H8b: Payment with a bank card at C1 will have a positive impact on 
expenditure at C2. 
Promotions (Store Discounts)  
Previous studies on sales promotions have tended to look at individual promotions and 
the impact of the shopping moment itself. In this thesis, however, this study further 
extends current knowledge by looking at the effects of DDF’s 20% store-wide discount 
(separate to any individual promotions running concurrently) on instances and 
expenditure of second purchases. Most major categories (liquor and cigarettes, perfume 
and cosmetics, delicatessen and watches) were included although electronics and gold 
(and a small number of very high value watches) were excluded due to their low 
margins.  
“Retailers usually rely on promotional activities and merchandising tactics to enhance 
the emotional appeal of products and subsequent impulse buying behaviour (Kacen et 
al., 2012) as promotions have been found to encourage shoppers to buy on impulse 
(Mihic & Kursan, 2010). Price discounting has been shown to increase purchase 
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intentions (Trope et al., 2007) although some research has found a negative relationship 
between unplanned buying and promotions (Saleh, 2012) with Yang et al. (2011) 
finding that ability to pay has a stronger relationship with purchases than promotions. 
This is despite other research finding items on sale tend to be bought more often than 
those not on sale (Kacen et al., 2012; Ciunova-Shuleska, 2012). When a sales promotion 
assists a buyer in increasing elements of their purchase such as price, practicality and 
efficiency they can then be described as utilitarian promotions (Liao et al., 2009). 
Previous studies of in-store promotions have reported conflicting results on the impact 
on purchases. Aware of the store-wide discount being studied, passengers will take this 
into account in their purchasing decisions at C1 and are more likely to factor in the 
discounts in their assessment of their shopping needs. Having spent money at C1, 
passengers’ budgetary considerations will be higher post purchase. Post-C1 budgetary 
deliberations, along with passengers’ consideration of the discount may begin to 
interrupt shopping momentum through deliberation. As a result it is hypothesized that:  
H9a: Promotions (discounts) at C1 will have a negative impact on instances of 
C2. 
H9b: Promotions (discounts) at C1 will have a negative impact on expenditure 
at C2. 
Product Type 
Liao et al. (2009) noted that in the 1980s consumer product benefits were mainly 
categorized as either utilitarian or hedonic (Hirschman and Holbrook, 1982; Batra and 
Ahtola, 1991; Mano and Oliver, 1993), go on to argue that products’ utilitarian benefits 
such as a better price, convenience and a reliable product drive and end purchase. This 
compares hedonic benefits from purchases like excitement and fun, without reference to 
the practical aspects of the products and overall lead to an emotion based purchase (Liao 
et al., 2009). It is the characteristics of the products themselves that significantly impact 
a purchase on impulse rather than the store and while store factors can influence 
impulse purchases it is the characteristics of the product themselves that has the greatest 
overall impact (Kacen et al., 2012). 
Hedonic products are expected not to be as impactful in inducing shopping momentum 
as utilitarian ones. While they might initiate a purchase, they may also trigger 
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deliberation in subsequent purchase moments and may cause the shopper to pause and 
potentially resist the purchase, as a direct consequence of the initial purchase being that 
of an hedonic product (Dhar et al., 2007), as noted earlier. When explored in an airport 
retail environment it was found that “[c]ompared with utilitarian shopping values, 
hedonic shopping values exert a stronger effect on airport shopping behavior, implying 
that airport shopping involves more multisensory decisions than cognitive decisions” 
(Chung, 2015, p. 28), but  to the degree that any resultant negative emotions occur as a 
result the prior hedonic purchase this may act as an interrupter of “shopping 
momentum” (Dhar et al., 2007), as mentioned earlier, through the process of 
deliberation.  
Utilitarian items, on the other hand, can help to initiate buying and increase the chances 
of more buying taking place (Fishbach et al., 2003). People are not only willing to pay 
more for utilitarian goods (Okada, (2005), but also find it easier to justify spending on 
them (Prelec & Loewenstein, 1998; Thaler, 1980). Mukhopadhyay and Johar (2009, p. 
334) demonstrated that “indulgence is likely to increase only when prior restraint is 
salient and hence can be used as a justification” to make a purchase. 
It is therefore hypothesized that, unlike the purchase of hedonic products which may 
cause deliberation and in turn interrupt shopping momentum, this is less likely to 
happen when utilitarian products are purchased at C1 and therefore will result in higher 
instances of C2. In turn, this prior restraint at C1 (the purchase of a utilitarian product) 
will allow for indulgence at C2 and will have a positive impact on C2 expenditure. In 
addition, when purchases of utilitarian categories are made at C2, although self-
regulation will still be present it may be negated by justification (licensing effect). 
Therefore: 
H10a: Utilitarian purchases at C1 will have a positive impact on instances of 
C2. 
H10b: Utilitarian purchases at C1 will have a positive impact on expenditure at 
C2. 





4. Methodology and Data Analysis Methods 
This chapter discusses the rationale of research design for hypothesis validation and 
outlines the data collection process, data preparation and measurement development. 
4.1 Research Design 
Research can come from both primary and secondary sources. Primary sources are 
collected by researchers for their focal research purposes. While secondary sources are 
existing information collected for different purposes but could be relevant enough to be 
used for the focal research (Booth et al., 2008). Primary sourced data can be expensive 
in terms of resourcing, while secondary sourced data is more cost effective and takes 
less time to obtain, but must be checked for accuracy and relevancy. As indicated in the 
literature review, most prior research on airport retailing and sequential purchasing 
employed either qualitative, experiments, or survey methods.   
Unlike most prior research on airport shopping using survey or interview methods or 
research on sequential purchasing using experimental design, this study integrates 
primary and secondary data collected from multiple sources. There are many definitions 
of what constitutes secondary data analysis in research (Glass, 1976; Schutt, 2007; 
Sobal, 1981; Hewson, 2006) with “many subtle differences which together suggest a 
lack of consensus about what is meant by the term” (Smith, 2008, p. 3). It is not always 
possible to make clear distinctions between primary and secondary data (Dale et al., 
1988), but Hakim (1982a, cited in Smith, , 2008, p. 4) offers a very general definition: 
“secondary data analysis is any further analysis of an existing dataset which presents 
interpretations, conclusions or knowledge additional to, or different from, those 
produced in the first report on the inquiry as a whole and its main results”. 
Secondary analysis allows for the inclusion of more observations that can usually be 
included in primary data (Hyman, 1972). The primary data used in this study was from 
boarding cards captured at DDF; added to this was additional data such as airline flight 
loads and flight data in addition to primary data sourced from a DDF manpower study 
along with additional fields added for product specific information. So while the 
primary data source was the boarding cards captured at DDF, additional data from both 
external and internal sources (such as data about crowding, destination GDP, walking 
distances, time to departure) were also added to make up the final research data set. The 
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point of sale (POS) captured the product purchased and its category assignment 
according to the hierarchical master category of products at DDF. Any data not sourced 
directly from DDF is classified as secondary data for this study. 
Secondary data is data collected for a purpose other than the research for which it is 
being currently used and as such should be carefully evaluated. It should be accurate, 
relevant to the research, in an easy to use format and current (Mulhern, 2010). “The 
function of a research design is to ensure that the evidence obtained enables you to 
effectively address the research problem logically and as unambiguously as possible” 
(USC, 2017). While it is clear that the data set used for this research is relevant to travel 
retail research, is current and can be utilized, the data had to be cleaned and processed to 
ensure its accuracy. To ensure validity (Di Zio et al., 2016; Vale & Willis-Nunez, 2013) 
the raw data went through a number of processes and each are detailed in Appendix 5. 
Besides the obvious advantage of a large sample size, this research design also 
represents an early attempt to explore using big data in research on airport shopping. 
Practically, the methods used in this research also pave the way for DDF or similar 
companies to leverage big data for marketing and sales decisions. Assessments of 
validity speak to the relevance of the design or the measurement for the question being 
investigated (Vogt, 2007) which, in this study, refers to the data collected on the 
boarding cards and the additional data such as walking distances, time availability, 
payment method, product type and product involvement that was added to the data set 
used. All of the data is specific to airport retailing and an airport environment. The data 
cleaning and rule protocols used in this study mean that this preparation process is 
relevant to other airport retailers and can now be replicated in other airport 
environments.  
4.2 Data Collection 
To explore passengers’ shopping patterns, transaction data and boarding card 
information was obtained at the points of sale of 83 DDF shops in the airport’s 3 
concourses (23 in Concourse A; 34 in Concourse B and 19 in Concourse C) in October 
2015. These three concourses differ (see below) in terms of layout, the airlines which 
fly from them (Emirates has exclusive use of CA and CB) and store locations, but are 
similar in product offerings. Specifically, CA has a long central spine around which the 
stores are located and the perfume and cosmetics (P&C) and liquor, tobacco, food 
 
101 
(LTF) stores are duplicated on both the east and west sides. CB, like CA, has a long, but 
narrower, central spine. In addition, not all stores in CB are symmetrically duplicated, 
such as the P&C stores. CC has a shorter but wider spine than CA and CB. Both CB and 
CC have two LTF stores, but CC only has one centrally located P&C shop whereas CB 
has two). CA, CB and CC are shown in Figures 4.1, 4.2 and 4.3. 
 
Figure 4.1: Cumulative Walking Distances, Concourse A from POS to Departure Gates 
(Dubai Airports., 2016b) 
 
 
Figure 4.2: Cumulative Walking Distances, Concourse B from POS to Departure Gates 





Figure 4.3: Cumulative Walking Distances, Concourse C from POS to Departure Gates 
(Dubai Airports., 2016b) 
The main source of data used in this study is the boarding card that each passenger 
carries in order to board their aircraft. Each boarding card has a bar code which is 
scanned at the POS when a sale is made and so links the sale data with the data on the 
boarding card. Because of the data cleaning carried out, as detailed earlier, this gave the 
data used in this study reliability. For example, the flight codes used for each 
transaction had to match with the flight code scheduled, by airline, for that particular 
day. The seat number on the boarding pass allowed for a unique identifier for each 
passenger. Departure times were taken from the Dubai Airport flight manifest with 
scheduled and actual time departed cross-referenced with the collected boarding card 
data. Walking distances were taken from measurements taken from Dubai Airport’s 
planning department. The final data file went through pre-processing and cleaning under 
the rules outlined earlier in this chapter. Any unusable data was eliminated to ensure a 
reliable data base. Table 4.1 summarizes the data fields collected from the boarding 
cards. 
Table 4.1: Summary of Boarding Card Data Fields Collected 
1 Airline 11 Sequence Number 
2 Flight number 12 Area 
3 Flight Date 13 Store 
4 From  14 Store Name 
5 To 15 Region 
6 Passenger Name 16 Destination 
7 Transaction ID 17 Quantity 
8 Logical Date 18 Amount 
9 Shift Number 19 Payment Reference 




Because the source data is boarding cards, this data source and the processing and 
cleaning rules protocol used can be replicated in other studies at airports worldwide. In 
addition, while DXB is a single airport, the study involved three individual concourses, 
i.e. Concourse A and B which are used solely by Emirates Airline, while Concourse C 
is used by all other airlines. The layout and configuration in terms of passenger flow 
and retail layouts differ across all three concourses. Thus, although the research was 
conducted at one airport, the variety in concourse design provides the possibility to 
generalize to other airports. A valid research design tells researchers what they want to 
know about their subject, i.e. the experiment really tests the variables that they are 
meant to test (Vogt, 2007) which is achieved in this research design as the data sources 
are independent and non-biased, such as boarding cards, location of point of sale, 
destination GDP and time. 
Table 4.2 lists all shops at DDF where transaction data and boarding card information 
were collected. Each store can cover more than one product category: for example, 
liquor is sold in an area that sells liquor, tobacco and confectionery and customers can 
buy one, two or all three. In this study this is referred to as ‘Choice 1’ (C1). After 
paying, should that same customer go on to purchase again then their second basket will 
be referred as ‘Choice 2’ (C2) and a sequential purchase has taken place. The customer 
can be tracked across the points of sale (POS) using a unique tracking number, a 
combination of data from the boarding card and the unique identifier on each card (the 
seat number of the passenger). 
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Table 4.2: List of All DDF Shops Covered by the Study  
Category Shop Name Location Category Shop Name Location 
Books & Magazines Books & Magazines CB Gifts from Dubai Gifts from Dubai CA 
Car and $ Raffle Finest Surprise East CA Gifts from Dubai Gifts from Dubai CB 
Car and $ Raffle Finest Surprise West CA Gifts from Dubai Gifts from Dubai CC 
Car and $ Raffle Finest Surprise East CB Gold & Jewellery Gold and Jewellery CA 
Car and $ Raffle Finest Surprise Skytrain CB Gold & Jewellery Gold - Jewellery CB 
Car and $ Raffle Millennium and Finest Surprise CC Gold & Jewellery Gold CC 
Electronics Electronics CA Gold & Jewellery Jewellery and Pearls CC 
Electronics Mobiles-Cameras CB Liquor, Tobacco, Food Confectionery CA 
Electronics Elect Camera Toys and Books CC Liquor, Tobacco, Food 
Liquor, Tobacco, Food 
Pharmacy East 
CA 
Emirates Brand Emirates East CA Liquor, Tobacco, Food Liquor Tobacco Food West CA 
Emirates Brand Emirates West CA Liquor, Tobacco, Food Tobacco (East) CB 
Emirates Brand Emirates East CB Liquor, Tobacco, Food Tobacco (West) CB 
Emirates Brand Emirates West CB Liquor, Tobacco, Food Foodplus - Luggage East CB 
Fashion Fashion Boss CA Liquor, Tobacco, Food Foodplus - Toys West CB 
Fashion Fashion Ferragamo CA Liquor, Tobacco, Food West Bateel and Lindt POD* CB 
Fashion Fashion Gucci CA Liquor, Tobacco, Food Liquor and Food Plus 1 (LT1) CC 
Fashion Fashion CB Liquor, Tobacco, Food Liquor and Food Plus 2 (LT2) CC 
Sports & Leisure Sports and Leisure CA Lounge Sales First Class Lounge CA 
Sports & Leisure Sports - Leisure CB Sunglasses Sunglasses CB 
Sports & Leisure Sports and Fashions CC Sunglasses Sunglasses CC 
Perfume & Cosmetics Perfume Cosmetics Fashion East CA Pharmacy Pharmacy West CA 
Perfume & Cosmetics Perfumes and Cosmetics West CA Pharmacy Pharmacy East CB 
Perfume & Cosmetics East Kiehl’s POD* CB Pharmacy Pharmacy West CB 
Perfume & Cosmetics East MAC POD* CB Pharmacy Pharmacy CC 
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Category Shop Name Location Category Shop Name Location 
Perfume & Cosmetics Jo Malone CB Watches & Pens Watches and Pens CA 
Perfume & Cosmetics Perfumes - Cosmetics East CB Watches & Pens Watch N Swatch POD* CB 
Perfume & Cosmetics Perfumes-Cosmetics West CB Watches & Pens Watches-Pens and Lighters CB 
Perfume & Cosmetics 
West Frey Wille and Costume Jewellery 
POD* 
CB Watches & Pens West Swarovski POD* CB 
Perfume & Cosmetics Perfumes and  Cosmetics CC Watches & Pens Pens and Lighters CC 
Music Music – Books CB Watches & Pens Watches CC 
*Standalone ‘pop-up shop’ 
 
106 
Table 4.3 shows the shopping categories at DDF that are cover all products sold in all 
three concourses at DXB. 
Table 4.3: Shopping Categories at DDF as per the Boarding Card Analysis 
Books Giftware Perfumes  
Car Raffles Gold Personalized Crystal 
Children’s Fashion & Accessories 
Handbags & Small Leather 
Accessories 
Precious Jewellery  
Confectionery Homeware Sportswear & Equipment 
Cosmetics Ladies’ Fashion & Accessories Sunglasses 
Costume Jewellery Liquor Telephone Cards 
Delicatessen Luggage & Travel  Tobacco 
Electronics Magazines & Stationery Toys 
Fashion (high fashion brands and 
‘shop-in-shops’) 
Men’s Fashion & Accessories US$1 Million Raffle 
Gadgets Music & Entertainment Watches & Clocks  
Gifts From Dubai Pens & Lighters  
 
A good research design also needs to ensure systematic variance. Six days’ data (19-24 
October, 2015) was sampled for hypothesis validation to ensure that both busy and less 
busy days were included. In Dubai, Thursday to Saturday cover the weekend and are the 
busiest days of the week for travel at DXB while the other three days sampled (Monday 
to Wednesday) are non-busy days. During the six days sampled, there was also a store-
wide promotion. Promotions at DDF are ongoing and are supplier and product specific. 
However, from time to time DDF runs a ‘20% off’ promotion across specific categories. 
In the sampled data, on the Thursday (22nd October) there was a promotion taking place 
across the entire business, excluding some low margin categories and products. Since 
the flight schedule tends to repeat on a weekly basis, a six day sample is sufficient to 
capture the short-term changes due to airport or flight arrangements. Thus, the sampled 
period includes both busy and non busy days, shift patterns and marketing situations, 
ensuring the variance design. Integrating transaction date, flight number and seat 
number as a unique identifier for individual passengers, transaction data was linked to 
individual passengers. Table 4.4 shows a summary of the data captured. In total, 
279,383 transactions were captured of which 78,156 (28%) were not usable due to 
unavailability of data, e.g. incorrect data on the boarding card or an incorrect boarding 
card given at the point of sale. Upon investigation, the majority of these were boarding 
cards for transit passengers who had not yet been allocated a seat number. In total, 
201,227 transactions were used in the data analysis.  
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Table 4.4: Summary of Data Captured 
Description Measure 
Number of days 6 
Period 19–24 October, 2015 
Days Monday to Saturday 
Concourses (C) - Departures CA,CB and CC 
Number of stores 81 
Number of categories 33 
Number of total transactions 241,652 
Number of passengers with usable boarding cards 126,547 
Number of transactions with unique value* 179,111 
Number of cash transactions 155,661 
Cash sales amount 37,475,045 
Number of cash passengers 78,138 
Number of bank card transactions 85,707 
Bank card sales amount 46,638,471 
Number of bank card passengers 48,286 
Number of other mode of transactions  284 
Other mode of sales amount ** 206,045 
Number of other mode of passengers 123 
*unique value refers to those passengers who can be identified by their seat number on their boarding 
card  
** other mode of payment refers to internal sales or sales to DA on credit 
 
In total, 38% of total sales were to passengers who made just one purchase across all 
locations; 26% of total sales involved a second purchase, in either the same or different 
location; 12% of total sales involved three separate purchases; multiple purchases after 
that continued to reduce in number. A total of 51,770 passengers used bank cards, 
which accounted for 55.3% of sales in monetary terms (the most popular way to pay), 
but only 33% of all transactions. Table 4.5 shows the percentage of sales by payment 
type during the study period, based on the boarding card data collected.  
Table 4.5: Payment Type 
Type Total US$ % of Sales 
Cash  10,183,436 44.4% 
Bank Card  12,673,498 55.3% 
Other  55,990 0.2% 
Total Sales 22,912,924 100% 
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Based on the transaction data and boarding cards, external data from other data sources, 
including flight information obtained from the airport and GDP per capita of the 
destination, was also integrated with the data set. The flight information obtained from 
the airport contains the actual departure time, departure gate, and aircraft type, which 
are used for estimating the time available for shopping at DDF, walking distance from 
purchase store to departure gate, and crowdedness at the airport. Destination GDP per 
capita was sourced from the World Bank (World Bank, 2017) and used to operationalize 
anticipated prices at a destination. I now discuss the measurements used. 
4.3 Measurement 
In this section, the operationalizations of all variables in this study are discussed. Table 
4.6 provides a summary of the measurement development.  
Table 4.6: Table of Variables and Variable Description  
Variable Type Variable Name Variable Description 
Dependent 
Variable 
Instances C2  Instances of C2 
Independent 
variable 
Expenditure C1  Expenditure at C2 in value 
Walking Distance  
Walking distance in time between C1 and departure gate in 
minutes  
Payment Type Payment method for C1 , i.e. either cash or bank card 
Time Availability Time between C1 and departure time in minutes 
Promotion 20% off across major categories on 22nd October, 2015  
Product Type  




Product categories that require high involvement in terms of 
sales interaction with staff 
Store Crowding Human crowding inside the store 
Airport Crowding Human crowding at the airport (outside the store)  
Spatial Crowding 
Spatial layout of each concourse (equivalent to ‘each shop’ in 
the literature)  
  Destination GDP GDP of each destination  
Control 
Variable 
Shift DDF operates 24/7 and has 3 eight hour shifts per day 
 
The operationalization of each variable is dealt with in the following paragraphs. The 
variable code and variable name are detailed in the table above. 
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4.3.1 Expenditure at C1 
Expenditure at C1 is the amount paid by the customer for their total basket of purchases 
at C1. This expenditure is captured at each point of sale and matched with the boarding 
card data which is scanned at the point of sale. Only cash or bank card purchases were 
included in the data analysis; internal sales and credit sales to Dubai Airport were 
excluded. Expenditure was recorded by date, shift, location and staff number, with 
actual payments received reconciled with the system balance and the total lodged to the 
bank. These reconciliations are carried out independently by DDF cash office and 
finance staff. 
4.3.2 Walking Distance 
Walking distance was calculated as seen in Figure 4.1, 4.2 and 4.3 as per Dubai Airport 
planning department (Dubai Airports., 2016b) measurements used for passenger 
wayfinding and logistics at each concourse. The walking distance is calculated in 
minutes from the shop in which the point of sale of C1 is located to the departure gate. 
While the departure gate is captured on the boarding card, from time to time scheduled 
flights change their departure gate and so in order to ensure that the correct departure 
gate is captured, the departure gate that flights actually leave from is taken. This 
information is provided by Dubai Airport to DDF and included in the data file for this 
study. 
4.3.3 Payment Type 
Payment type is recorded at each point of sale, i.e. cash or bank card. As seen in Table 
4.5, the vast majority of payments are either cash or bank card; the small amount of 
internal sales at DDF and credit sales to Dubai Airports were excluded from the data file 
for this study. Cash payment is accepted at DDF in 32 currencies which are then 
converted to UAE dirhams at the prevailing bank conversion rate on the day of 
purchase. Bank card payments are accepted through a bank and credit card clearing 
house via a direct link with the POS terminal at DDF.  
4.3.4 Time Available for Sequential Shopping 
Time available for sequential shopping is the number of minutes between a passenger 
making a payment at C1 and his/her flight departure time. The scheduled flight 
departure time is captured from the boarding card swiped by the DDF sales assistant at 
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the POS when the passenger makes a purchase but because the actual departure time 
may vary this information was also captured from the flight records provided by Dubai 
Airports Planning department (Dubai Airports., 2016b) to DDF and uploaded to the data 
file.  
4.3.5 Promotions 
The promotion observed in this study was a one day 20% discount across most (but not 
all) major categories such as liquor, tobacco, perfumes, cosmetics, watches and 
confectionery. This promotion was not advertised externally and passengers would only 
have become aware of it as they entered the retail areas after check-in. This type of 
promotion happens very infrequently at DDF. The more usual promotions alternate 
between buy one get one free, gift with purchase, promotional package sizes, special 
offers and exclusives. Promotions of this type are a regular and recurring part of the 
duty free offer at DDF and so are not considered in this study.  
4.3.6 Crowding 
Three types of crowding may affect the sequential purchase: the number of people in the 
store itself (human crowding), in the airport (airport crowding) and in the shops from 
fixtures and fittings and merchandise displays (spatial crowding).  
Definitions of human crowding often refer to the density of people present in a space 
and spatial crowding to how the space is designed (Machleit et al., 1994; Harrell et al., 
1980) in regard to shop fittings and product merchandising. Human crowding in this 
study is measured by the number of shoppers in a specific shopping area at any time 
point. It is estimated by the number of shoppers divided by the browsing to sales 
conversion rate within 5 minutes of C1/C2 transactions (for details of how the 
conversion rate is calculated, see Section 4.3.9).  
Airport crowding in this study is considered as the human crowding from passengers in 
the airport overall when the purchase occurred. Considering the average dwell time at 
the airport is approximately four and a half hours (270 minutes), airport crowding is 
operationalized as the total number of travellers within 160 minutes (estimated as the 
length of time passengers would be free to shop after a purchase at C1). For each flight, 
the actual number of passengers was estimated by using the passenger capacity of 
aircraft (The Travel Insider, 2017) multiplied by the load factor for the passenger 
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airlines; in 2015, this was 79.7% according to the International Air Transport 
Association (IATA, 2016). The flights during this 160 minute time period were 
identified and aggregated with the actual number of passengers to approximate the 
airport crowding.  
Spatial crowding, the limited customer space resulting from “floor layout design and 
allocation of fixtures and merchandise on the floor” (Kim & Li, 2009, p. 635), is 
affected by factors such as “fixed and immobile hindrances from the crowding of 
display fixtures, such as shelves and display tables and cases” (Lee et al., 2011, p. 139). 
As discussed above, in this study, spatial crowding refers to the differing layouts (i.e. 
the shop fittings, merchandising and displays) of each concourse (CA, CB and CC). The 
variables being measured are the different concourses themselves. 
4.3.7 Product Type 
Product type has a greater impact on impulse purchases than store factors will (Kacen et 
al., 2012). Hedonic product characteristic result in enjoyment and fun for the consumer, 
without reference to any practical benefits from products themselves (Liao et al., 2009) 
and are an emotional purchase. These compare to the utilitarian product purchase 
characteristics such as better pricing, efficiency and reliability, all characteristics that 
drive the end purchase of the product itself (Liao et al., 2009). Product categories 
purchased within DDF can be categorized as hedonic or utilitarian. 
The database of purchases in this research covered all 34 categories of purchase options 
at DDF. In order to decide whether each category was hedonic or utilitarian, prior 
literature was consulted. Prior research classifications for hedonic and utilitarian 
products were referenced for category classification. For example music, fashion and 
jewellery (Dittmar et al., 1995) have been classed as hedonic. Items such as electronics, 
telecommunications, photography related, etc. have been viewed as utilitarian in past 
literature (Kushwaha & Shankar, 2013; Voss et al., 2003; O'Curry & Strahilevitz, 2001) 
but cameras at DDF were classed as hedonic based on Dittmar’s research findings of 
hedonic products and also due to the high ticket prices of these products at DDF. 




Table 4.7: Classification at POS of Product Categories as either Hedonic or Utilitarian 
Books U Gadgets U US$1 Million Raffle H 
Cameras & Accessories H Gifts from Dubai H Music & Entertainment H 
Children’s Fashion & 
Accessories 
H Giftware H Pens & Lighters U 
Tobacco U Gold H Perfumes H 
Confectionery H 
Handbags & Small Leather 
Accessories 
H Precious Jewellery H 
Cosmetics H Homeware U Sportswear & Equipment H 
Costume Jewellery H Household & Toiletries U Sunglasses H 
Personalized Crystal H 
Ladies’ Fashion & 
Accessories 
H Telephone Cards U 
Delicatessen H Liquor U Toys H 
Electronics U Luggage & Travel  U Watches & Clocks H 
Fashion Shop in Shop* H Magazines & Stationery U     
Luxury Car Raffle H Men’s Fashion & Accessories H     
* e.g., an independent boutique located within the DDF boundaries. 
In determining whether products were either hedonic or utilitarian the study also took 
into account that a basket may contain multiple products that contained elements of both 
characteristics. 
4.3.8 More Than One Item in the Basket 
Boztuğ and Reutterer (2008) found for retailers with a large range of categories how to 
classify a basket of multiple purchases was an issue, i.e. is the basket hedonic or 
utilitarian? In addressing this issue, Kamakura (2012) notes that there can be an 
assumption in the analysis of baskets of purchases that there is a complementarity to the 
products purchased, with one product leading to the purchase of the other. However, 
making inferences about multiple purchases in a basket, based on the fact that they were 
purchased together, may be misleading. What was interesting, however, about 
Kamakura’s (2012) study was that he looked at not just the final composition of the 
basket (prior studies only looked at the co-occurrence of purchases) but also the 
sequence of purchases and showed how one purchase influenced the next.  
Many studies in the literature on basket analysis are based in grocery stores (e.g. Boztuğ 
& Reutterer, 2008; Kamakura, 2012; Russell & Petersen, 2000) and are on category 
pairs (categories of purchases typically made together) and causal effects. Very little 
research has taken place in an airport environment – which is very different to that of a 
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traditional grocery store setting – or on the sequential effect of one basket on another. In 
determining consumer attitudes to products, Ratchford (1987) presented a planning 
model of how purchase decisions are classified across different product types and Voss 
(2003, p. 310) developed a scale “that measures the hedonic and utilitarian dimensions 
of consumer attitudes toward product categories and different brands within categories”. 
Both authors used quadrant scaling to determine in which quadrant differing products 
lie. This scaling, by definition, acknowledged that products contain differing degrees of 
other quadrant characteristics but both authors made determinations based on the 
products’ predominating quadrant characteristics.  
Previous research to determine the hedonic or utilitarian value of a product has largely 
concentrated on an item either being hedonic or utilitarian (Ratchford, 1987; Drolet et 
al., 2007; Moore & Lee, 2012; Kacen et al., 2012; Liao et al., 2009); to date, there have 
been no studies of real life basket sequential purchasing. At DDF, the majority of 
transactions, at both C1 and C2, involve multiple items – a basket. Baskets of purchases 
at both C1 and C2 may contain all hedonic products, all utilitarian products, or a 
mixture of both. Where C1 and/or C2 have a mix of hedonic and utilitarian products it 
was decided to follow the determination of Ratchford (1987) and Voss (2003) above 
and describe each choice (C1 and C2) as being either predominantly hedonic or 
predominantly utilitarian. 
While Kamakura (2012) found that the sequence of shopping that makes up each basket 
is significant, this was in a grocery shopping environment. Shopping at DDF is laid out 
across categories, each with their own dedicated merchandisers, advisors, store front, 
displays and points of sale. So while the sequencing of purchases within each basket 
may be relevant it is the overall basket purchase (C1) that is observed in this study and 
its effect on C2. So while baskets may have products with elements of both hedonic and 
utilitarian, baskets with predominantly hedonic (utilitarian) products were classified as 
hedonic (utilitarian) basket purchases. 
4.3.9 Product Involvement 
The concept of product involvement and how it is measured varies but overall it is 
related to relevance and can be defined as a product category’s personal relevance or 
importance to the individual consumer (Kwon & Chung, 2010; Higie & Feick, 1989). In 
this study the amount of time involved in purchasing a product is employed to 
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proximate product involvement, as consumers tend to spend more time on products with 
high involvement (Hoonsopon & Puriwat, 2016). Since it was not possible to obtain 
real-time data for each transaction, product involvement was estimated based on an 
observational study with observation carried out both physically in the shops and using 
CCTV cameras. Over the month of March 2014, DDF carried out a manpower study to 
observe and measure the average amount of time that staff interacted with each 
customer across categories. The purpose of this study was to derive a transaction-based 
formula to be used as the main tool to define how many staff are needed for each 
category and location within DDF. The study was carried out by a special project team 
led by the Human Resources department. Observations included: 
• Transaction duration (both peak and non-peak timings) 
• 37 full shifts (by location/category/concourse, peak time + off peak time) 
• All categories (34) were observed 
• Of 150 locations, 64 were observed 
• Observation was based on a minute-by-minute recording of activity 
Conversion was defined as the number of customers who made a purchase as a 
percentage of customers whom sales staff interacted with: 
 
For example, if sales staff interacted with ten customers and successfully sold products 
to six of them, the conversion rate is 60%. 
A summary of the results are shown in Table 4.8 below and a snapshot of the same can 
be seen in Table 4.9. Categories such as gold in Concourse C took, on average, 15 
minutes for an interaction to convert into a sale. Liquor, on the other hand, took just 
under two minutes to complete a sale. Categories such as liquor and cigarettes are 
presented in an open supermarket-type display where the customers can make purchase 
choices easily. High product involvement items such as gold, jewellery, perfumes and 
fashion, whose presentation required staff interaction, took longer to complete the sale. 
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Table 4.8: Summary of Observation Study Results 
Observation 
Period 




Purchase No Purchase 
Total No. 







Trx Processing (e.g. LT, 
PS Shop, etc.) 
21 6,072 86.26 446 14.75 6,518 
Active Selling Required 
(e.g. watches, gold, etc.) 
47 1,585 21.25 2,578 85.25 4,163 
Grand Total 68 7,657 71.69 3,024 28.31 10,681 
 
 
Table 4.9: Snapshot of Conversion Rate Study at DDF during 2014 
Location Location Name 
Conversion 
Rate 
Avg Trx Length 
(purchase)  
Ave Trx Length 
(no purchase) 
5056 CA At Your Service East 97.2% 2.00 2.80 
5018 CA Electronics 26.6% 8.76 3.13 
5038 CA Fashion Gucci 41.0% 8.17 2.98 
5016 CA Finest Surprise West 100.0% 4.25 0.00 
1009 CB Perfumes-Cosmetics West 48.8% 6.47 5.15 
712 CC Gold 61.5% 15.00 5.80 
702 CC Liquor & Food Plus 1(LT1) 99.0% 1.92 2.08 
602 Terminal 2 Departure 62.1% 5.89 3.05 
 
 
4.3.10 Control Variables 
DDF is open all day, every day and operates three eight hour shifts (morning, afternoon 
and night) per day. Shift was captured as a control variable. The ‘day’ runs from 23:00 
and the morning and night shifts are the busiest.  
4.4 Data Preparation and analysis methods  
Since the dependent variables in this study are categorical, logistic regression was used 
for data analysis. “Logistic regression is a statistical technique used in research designs 
that call for analyzing the relationship of an outcome or dependent variable to one or 
more predictors or independent variables when the dependent variable 
is…dichotomous, having only two categories” (Salkind, 2010, p. 730). In this study this 
would mean yes or no to instances or expenditure at C2. According to Peters (2015, 
Slide 3) logistic regression: 
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• [Is a t]echnique that allows one to predict a categorical or ordinal DV 
from a set of predictors.   
• Similar in purpose to OLS except DVs can be non-continuous. 
• DV can be single or multiple discrete responses. 
• IVs can be of any measurement scale. 
• No assumption of normality of any variables. 
• No assumption of homoscedasticity. 
• No assumption of linearity between DV and IV, but assumes linearity 
between logits and IVs. 
• Uses maximum likelihood (ML) rather than OLS estimation. 
Logit regression was used to obtain the estimation of the coefficients and their 
significant levels, rather than to predict. Log1p() or Log (X+1) was used to statistically 
transform the continuous variables that were not normally distributed. 
The goodness of fit (GOF) of a statistical model that shows “the extent to which 
observed data matches the values expected by theory” (Oxford Dictionaries, 2017); two 
tests were performed to estimate the goodness of fit of the model. First, the Hosmer-
Lemeshow test (Hosmer et al., 1997), was used to indicate the goodness of fit as the 
model includes both continuous and categorical variables: this test is used to indicate 
whether the predicted values are close or different to the actual values. The second test 
used was Cox-Snell (Oxford University Press, 2018), which is used to calculate a 
pseudo R square for logit regression which will indicate the performance of the 
estimated model. 
For the Cox-Snell test, the dependent variable is the expenditure of C2. I used GLM 
LOG; GLM was used to estimate the model and the dependent variable was transformed 
with log. Two models were estimated with 1) all data, whether a second purchase was 
made or not and, 2) only data with sequential purchases. This model was used to 
indicate how robust the model is. In addition to the GOF tests, the Tobit model was 
used to estimate the parameters to check robustness.  
As multiple independent variables were employed in this study, a check was also 
performed to check for the potential threat of multicolinearity.  
In regression analysis, researchers often encounter with the problem of 
multicolinearity, i.e. existence of nearly linear dependency among the columns 
of the design matrix X. In so much econometric works there is high but not exact 
multicolinearity which may make some of the regression coefficients to be 
statistically insignificant and lead to some difficulties in interpreting the 
estimates of an individual coefficient. Especially, the information matrix S = 
XTX may be ill-conditioned; that is, its condition number may be large, leading 
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to instability and high variance of the OLSE. Also, existence of multicolinearity 
may lead to wide confidence intervals for the individual parameters or their 
linear combinations, and can produce some estimates with wrong signs.  
(Babaie-Kafaki & Roozbeh, 2017, p. 2299) 
As such, a multiple co-linearity test was performed, i.e. variance inflation factors (VIF) 
was performed to determine if the independent variables are highly correlated. 
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5. Data Analysis and Results 
This chapter starts with the descriptive results and then looks at the results of the 
hypothesis testing. Because of the large amount of data it was decided to use R 
software, an open source technology for statistical computing and graphics, to perform 
the analysis (Holt, 2016). 
5.1 Descriptive Results 
Table 5.1 below gives a full list of the data captured, set out in a frequency table; the 
descriptive results are detailed in Table 5.2. After checking the distribution of the 
variables it was decided to use a General Linear Model (GLM) for data analysis and 
hypothesis validation. Both model estimates resulted in similar results, indicating the 
robustness of the strength of the final statistical model.  
Table 5.1: Frequency Table 
Description CA CB CC Total 
No. of shops 25 35 21 81 
No. of categories 33 33 33 33 
No. of total transactions 63,397 99,861 78,394 241,652 
No.of transactions with 
boarding cards 52,225 64,006 62,880 179,111 
No.of shoppers* 35,881 45,492 45,174 126,547 
Total Sales Value (US$) 6,232,730 10,406,406 6,273,788 22,912,924 
% Cash sales 40% 44% 49% 44% 
% Bank card transactions 40% 39% 27% 36% 
% Bank card sales amount 59% 56% 50% 55% 
% Other payment (internal 
sales/credit sales) 1% 0% 1% 1% 
No.of total transactions-Shift 1 28,041 41,402 22,690 92,133 
No.of total transactions-Shift 2 26,533 39,835 22,737 89,105 
No.of total transactions-Shift 3 8,823 18,624 32,967 60,414 
 
Note: CA=Concourse A, CB=Concourse B, CC=Concourse C 
* shoppers identified by their boarding cards with seat numbers. Those without seat numbers are excluded 




Table 5.2: Descriptive Results 
Variable  Mean Std. Dev 
Expenditure at C1 342.93 1183.45 
Store crowding at C1 14.99 10.78 
Airport crowding at C1 5503.68 4465.70 
Walking time between C1 and departure 
gate 
8.64 8.19 
Time available between C1 and departure  39.92 83.15 
Destination country GDP (US$) 28335.17 27551.93 
Product involvement at C1 3.35 1.52 
 
The average number of passengers in one store at any one time was 15 with a standard 
deviation of 11. There are a total of 77 stores in the departures area of the three 
concourses (CA, CB and CC) and the number of passengers in each shop varied widely 
across category. For example, shops containing liquor and tobacco, and perfumes and 
cosmetics usually have a large number of shoppers, while the luxury watch shop tends 
to have a smaller number at any one time. The average number of passengers in the 
airport within a five minute window with a unique value (i.e. passenger boarding cards 
with a seat number) was 5,504 with a standard deviation of 4,465. The number of 
passengers is calculated from the load factors reported by the airlines (this data was 
sourced by DDF from the DA planning department). The average walking distance from 
C1 to the departure gate is 8.64 minutes with a standard deviation of 8.19 minutes. As 
can be seen from Figures 4.1, 4.2 and 4.3, the average walking distance time from 
purchase shop to departure gate is only a few minutes. In order to ensure accuracy, the 
average time available from C1 to the departure time is taken from the actual departure 
time as sourced from DA planning department rather than the scheduled time on the 
boarding card, as actual departure times may not be as scheduled. The average time 
available is 39.92 minutes with a mean of 83.15 minutes. GDP is used to represent each 
country of destination; the mean GDP is US$ 28,335 with a standard deviation of US$ 
27,552. Product involvement has a mean of 3.35 minutes with a standard deviation of 
1.52 minutes. Some departments, such as liquor and tobacco, have very little product 
involvement (if any) while others, such as gold and luxury watches, require product 
involvement in the sales process. As can be seen from the correlations in Table 5.3, 
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there is a positive relationship between the expenditure at C1 and the store crowding (p 
value 0.1344, p<.001) and airport crowding at C1 (p value .0246, p<.001). 
Table 5.3: Correlation of Factors at C1 
Var Name V1 V2 V3 V4 V5 V6 V7 
V1 Expenditure C1 1 
      













    
V4 
Walking distance 





   
V5 





































***=.001, **=.01, *=.05 
Expenditure at C1 is also positively correlated with the walking distance time from C1 
to the departure gate but is not significant. The time available between C1 and the 
departure time also has a positive correlation with C1 expenditure (p value 0.02285, 
p<.001), as does product involvement (p value 0.4432, p<.001). The only variable that 
did not have a positive correlation with the expenditure of C1 was destination GDP (p 
value -0.0609, p<.001).  
Airport crowding and store crowding have a negative correlation with each other (p 
value -0.1639, p<.001) while walking distance time from C1 to the departure gate and 
store crowding also has a negative relationship (p value -0.0515, p<.001). Likewise, the 
same negative correlation was seen with the time left to shop before departure (p value -
0.0749, p<.001). Product involvement, on the other hand, has a positive correlation with 
store crowding (p value 0.0981, p<.001). This was not the case for destination GDP, 
however, which has a negative relationship with store crowding (p value -0.0203, 
p<.001).  
Airport crowding has a positive correlation with walking distance to the departure gates 
and time left to shop, but neither was significant. Airport crowding, however, has a 
significant positive relationship with product involvement (p value 0.1438, p<.001) and 
destination GDP (p value 0.0738, p<.001).  
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Walking distance to the departure gate from C1 and time left to shop before departures 
was positive but not significant whereas product involvement was positively significant 
(p value 0.0056, p<.05) and destination GDP negatively significant (p value -0.0510, 
p<.001).  
Time left to shop before departure was negatively significant for both product 
involvement (p value -0.0112, p<.001) and destination GDP (p value -0.05803, p<.001). 
Product involvement, however, had a significant positive relationship with destination 
GDP (p value 0.0577, p<.001). 
5.2 Hypothesis Testing Results 




Table 5.4: Hypothesis Results 
Hypothesis Variables Variable Code 
Model 1: Ins 
C2 Estimate 
z-value Sig 
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5.2.1 Goodness of Fit and Robustness 
The Hosmer-Lemeshow Goodness of Fit (GOF) test indicates whether the predicted 
values are close or different to the actual values. With the p value larger than 5%, it can 
be concluded that the resulting estimation is good. In this study, the GOF for the model 
with instances of C2 as dependent variable is .187 suggesting the results are acceptable 
(Hosmer et al., 2013). For the second model estimation, the dependent variable is the 
expenditure of C2. GLM LOG – GLM was used to estimate the model and the 
dependent variable was transformed with log. Two models were estimated with 1) all 
data including those with no second purchase and 2) data with sequential purchase(s). 
Goodness of fit was .491, indicating the robustness of the model. In addition, the Tobit 
model was used to estimate the parameters to check for the robustness.  
A multiple co-linearity test was performed to determine if the independent variables are 
highly correlated. All of the variance inflation factors (VIF) in the GLM score were 
below 1.5 indicating low correlation between the variables (NCBI, 2018).VIF results 
are shown in Table 5.5. 
Table 5.5: Variance Inflation Factors (VIF) 
Hypothesis Variables Variable Code VIF 
1st Purchase 






H3:  Time Available 
H4:  Walking Distance 










H6:  Store Crowd 
H6:  Airport Crowd 










H7:  Product Involvement 
H8:  Payment Type 













5.2.2 1st Purchase Results  
H1: Instances of C2 will happen relatively quickly after C1 
The hypothesis was supported (C1 denotes the first transaction, C2 denotes the second 
transaction). The study population is customers who made at least two purchases. For 
each customer the time difference between two purchases were calculated. This created 
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the variable for time difference between two transactions (time_pressure_c12) measured 
in minutes (integer variable) which was plotted in “R”. Outliers were excluded and the 
results showed that the median time before C2 took place was 15 minutes with the mean 
time being 37.68 minutes. Within the 1st quartile of the population studied C2 took 
place within an average of 8 minutes and within the 3rd quartile of the population 
studied C2 took place within 29 minutes of C1 (see Figure 5.1). 
 
 
Figure 5.1: Histogram of Time Difference between C1 and C2 without Outlier 
 
Within the 3rd quartile those customers who had more than two purchase events 
completed their shopping within 29 minutes with those in the 1st quartile completing 
their shopping within 8 minutes. The relatively fast purchase time may be a result of the 
‘last chance’ opportunity to make a purchase before a passenger goes on with the next 
leg of their journey. Instances of C2 declined as time passed. These results support Dhar 
et al.’s (2007), as noted earlier, finding that the driver that caused the first shopping 
event to occur will dissipate quickly with time or intervening tasks. 
5.2.3 Level of Expenditure 
H2a: The higher the level of expenditure at C1, the more positive the impact on 
instances of C2. 
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H2b: The higher the level of expenditure at C1, the more positive the impact on 
expenditure at C2. 
Both hypotheses were supported. The level of expenditure at C1 positively impacts 
instances of C2 (coefficient=.24, p< .01). Additionally, the level of expenditure at C1 
positively impacts the expenditure of C2 (estimate 5.934e-05 (5.934*10-5), p<.001). 
5.2.4 Airport Journey Related 
Time Available 
H3a: The more time available for sequential shopping, the more positive the impact on 
instances of C2. 
H3a: The more time available for sequential shopping, the more positive the impact on 
expenditure at C2. 
Hypotheses 3a and 3b are supported. The time available for sequential shopping had a 
positive impact on both instances (coefficient 4.21, p<.01) and expenditure of C2 
(coefficient 9.587e-05 (9.587*10-5), p<.01). 
Walking Distance 
H4a: The greater the walking distance between C1 and the departure gate, the more 
positive the impact on instances of C2. 
H4b: The greater the walking distance between C1 and the departure gate, the more 
positive the impact on expenditure at C2.  
Hypotheses 4a and 4b are supported. The walking distance from C1 to the departure 
gate positively impacts the instances of C2 (coefficient 0.14, p<.001). Additionally, the 
walking distance from C1 to departures positively impacts the expenditure of C2 
(coefficient 2.720e-03 (2.720*10-3), p<.001).  
As passengers walk through the retail area from C1 to get to their departure gate they 
will encounter an increasing amount of stores, and thus the temptation that shoppers are 
confronted with increases as passengers cover greater distances on their journey to their 
departure gate. This increasing exposure to purchase opportunities appears to have a 
positive impact on any shopping momentum. When C2 does happen the impact of an 
increased walking distance has a positive impact on the expenditure of C2: this may be 
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because the closer the passenger gets to their departure gate, the more aware they are of 
their ‘last chance to shop’. 
Destination GDP 
H5a: High destination GDP considerations will negatively impact instances of C2. 
H5b: High destination GDP considerations will negatively impact expenditure at C2. 
Hs 5a was not supported. However, Hypothesis 5b was supported, (coefficient -4.114e-
07 (-4.114*10-7), p<.001).  
5.2.5 Crowding 
H6a: Human crowding at C1 will have an overall positive impact on instances of C2. 
H6b: Human crowding at C1 will have an overall positive impact on expenditure of C2. 
The impact of human crowding at C1 (H6a) on instances of C2 is supported, but the 
impact on expenditure of C2 was not supported. It thus appears that human crowding 
positively impacts the level of purchases but not how much is spent on each purchase. 
Human crowding in the store at C1 positively impacts instances of C2 (coefficient .10, 
p<.01). 
H6c: Airport crowding at C1 will have an overall positive impact on instances of C2. 
H6d: Airport crowding at C1 will have an overall positive impact on expenditure of C2. 
Hypothesis 6c is not supported. Hypothesis 6d, however, is supported (coefficient 
3.228e-06 (3.228*10-6), p<.001). 
H6e: The positive effects of human crowding at C1 on instances of C2 will form an 
inverted U-shape.  
Hypothesis 6e is supported. The positive impact of human crowding in the store at C1 
on C2 shows an inverted shape as human crowding continues to grow (coefficient -
0.034500, p<.001). 
H6f: The positive effects of airport crowding at C1 on instances of C2 will form an 
inverted U-shape.  
The results for H6f did not support the hypothesis: rather it became apparent that airport 
crowding itself had no significance on instances of C2. This is interesting given the 
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opposite impact seen for human crowding. It seems that the impact on shopping from 
crowding is confined to the store area itself as opposed to the airport overall. 
H6g: Spatial crowding at C1 will negatively impact instances of C2. 
H6h: Spatial crowding at C1 will negatively impact expenditure of C2. 
The impact of spatial crowding at C1 is supported for both instances and expenditure of 
C2. It has a negative impact (coefficient -0.42, p<.001) on both instances of C2 and 
expenditure of C2 (coefficient -3.922e-02(3.922*10-2), p<.001).  
5.2.6 Product/Transaction Related 
Product Involvement 
H7a: Products requiring high involvement at C1 will have a positive impact on 
instances of C2. 
H7b: Products requiring high involvement at C1 will have a positive impact on 
expenditure of C2. 
H7c: The positive effects of product involvement on instances of C2 will form an 
inverted U-shape. 
All three hypotheses for product involvement were supported. The hypothesis that 
products requiring high involvement at C1 will positively impact instances and 
expenditure of C2 is significant as was the inverted U-shape for the positive effects of 
instances of C2. Products requiring high involvement at C1 positively impact instances 
of C2 (coefficient 1.55, p<.001) as well as expenditure of C2 (coefficient 1.692e-
02(1.692*10-2), p<.001).  
Payment Type 
H8a: Payment with a bank card at C1 will have a positive impact on instances of C2. 
H8b: Payment with a bank card at C1 will have a positive impact on expenditure of C2. 
Hypothesis 8a is supported (coefficient 0.16, p<.001); Hypothesis 8b is not supported, 
however. In fact, the results reveal that bank card payment for C1 has a significant 




H9a: Promotions (discounts) at C1 will have a negative impact on instances of C2. 
H9b: Promotions (discounts) at C1 will have a negative impact on expenditure of C2. 
Neither Hypothesis 9a nor 9b were supported. The product promotion (in this case a 
store-wide discount of 20%) had no significant impact on the instances of C2. It was 
hypothesized that a store-wide discount at C1 would have a negative impact on the 
expenditure of C2 whereas, in fact, the results showed a significant positive impact on 
C2 expenditure (coefficient 2.555e-02 (2.555*10-2), p<.001).  
Product Type 
H10a: Utilitarian purchases at C1 will have a positive impact on instances of C2. 
H10b: Utilitarian purchases at C1 will have a positive impact on expenditure at C2. 
H10c: Utilitarian purchases at C2 will have a positive impact on expenditure at C2 
Hypothesis 10a is supported by the results (coefficient 0.43, p<.001). However, neither 
10b nor H10c is. Interestingly, the results showed that utilitarian purchases at C1 had a 
significant negative impact on the expenditure of C2 (coefficient -2.894e-01(-2.894*10-
1), p<.001). 
The results of each hypothesis are shown in Table 5.6. 
Table 5.6: Table of Hypotheses and Results 
Hypothesis Factors Supported? 
H1 Instances of C2 will happen relatively quickly after C1   
H2a 
H2a: The higher the level of expenditure at C1, the more positive the 
impact on instances of C2. 
 
H2b 
H2b: The higher the level of expenditure at C1, the more positive the 
impact on expenditure at C2.. 
 
H3a 
The longer the time available between C1 and departure, the greater the 
positive impact it will have on instances of C2. 
 
H3b 
The longer the time available between C1 and departure, the more 
positive the impact on expenditure at C2. 
 
H4a 
The greater the walking distance between C1 and the departure gate, the 
more positive the impact on instances of C2. 
 
H4b 
The greater the walking distance between C1 and the departure gate, the 
more positive the impact on expenditure at C2. 
 
H5a 





Hypothesis Factors Supported? 
H5b 
High destination GDP considerations will negatively impact 
expenditure at C2. 
 
H6a Human crowding at C1 will positively impact instances of C2.  
H6b Human crowding at C1 will positively impact expenditure of C2  
H6c 
Airport crowding at C1 will have an overall positive impact on 
instances of C2. 
 
H6d 
Airport crowding at C1 will have an overall positive impact on 
expenditure at C2 
 
H6e 
The positive effects of human crowding at C1 on instances of C2 will 
form an inverted U-shape 
 
H6f 
The positive effects of airport crowding at C1 on instances of C2 will 
form an inverted U-shape 
 
H6g Spatial crowding at C1 will negatively impact instances of C2.  
H6h Spatial crowding at C1 will negatively impact expenditure at C2.  
H7a 
Products requiring high involvement at C1 will have a negative impact 
on instances of C2. 
 
H7b 
Products requiring high involvement at C1 will have a negative impact 
on expenditure at C2. 
 
H7c 
The positive effects of product involvement on instances of C2 will 
form an inverted U-shape. 
 
H8a 




Payment with a bank card at C1 will have a positive impact on 
expenditure at C2. 
 
H9a 




Promotions (discounts) at C1 will have a negative impact on 
expenditure at C2 
 
H10a 















This chapter discusses the results from Chapter 5. First purchases made in this study are 
referred to as Choice 1 (C1), second purchases as Choice 2 (C2). 
6.1 Contextual Factors that Influence Sequential Purchasing 
There are two approaches in investigating sequential purchasing in prior research: one 
focuses on individual characteristics and internal factors, such as cognition and emotion, 
influencing sequential purchasing (Ramanathan & Williams, 2007; Mukhopadhyay et 
al., 2008; Baumeister, 2002; Wang et al., 2010; Dewitte et al., 2009) and the other on 
the shopping journey as a whole (Dholakia et al., 2005; Dhar et al., 2007; Arkes et al., 
2002; Gollwitzer & Heckhausen, 1990). Much of both have largely been carried out in a 
laboratory type environment (see Table 2.5) with very little understanding of how the 
context of a live retail environment impacts the customer journey. It is known that, 
when making a choice, individuals are susceptible to context effects (Priester et al., 
2004). This research is grounded in the second stream of research that focuses on the 
shopping journey and specifically looks at the airport journey and how the contextual 
factors that influence this journey impact sequential purchasing. To date, in studies on 
sequential purchasing, this context has not been examined (Gollwitzer, 2012; Dhar et 
al., 2007; 2009; Brandstätter et al., 2015).  
The purpose of an airport is to process people efficiently and effectively in order that 
they can get to their next destination and airports can often be very crowded 
environments, both within the airport itself and within the retail areas. The impact of 
crowding has not been considered in the sequential purchasing literature before and it 
was interesting to observe how passengers cope in a crowded airport environment and 
how this impacts C2. Airport crowding has a positive impact on passengers’ 
expenditure on their second purchase while human crowding within a store positively 
impacts instances of C2, showing that crowding inside and outside the store have very 
different results on sequential purchasing. Human crowding inside a store may feel very 
different to that being experienced outside the store. People in a store are focussed on 
shopping but outside the store, in the common spaces in the airport, they may be 
distracted by the impact of the crowds themselves, which may act as disrupters to the 
shopping momentum process. Navigating large crowds triggers differing coping 
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mechanisms – negative emotions such as distancing and avoidance but also some 
positive emotions in consumers (Whiting, 2009). This coping causes passengers to 
deliberate and may interrupt shopping momentum. However, the results show that for 
passengers who do go on to make a second purchase, the effects of a crowded 
environment are positive. While similar research on airport crowding (Li et al., 2009; 
Freathy & O'Connell, 2012) has seen positive results on the first purchase, the results of 
this study show a similar positive impact when sequential purchasing takes place. This 
positive contextual impact of airport crowding may in turn have a positive impact on the 
amount that passengers spend at C2 as shown in the results. Very little work has been 
carried out on the optimal crowding levels in a retail environment. The results show that 
the positive effects of human crowding on instances form an inverted U-shape with both 
too little and too much human crowding reducing the positive impact. Eroglu et al. 
(2005, p. 1152) in their work on crowding and satisfaction suggested similar findings 
with “extremely crowded and extremely uncrowded conditions tend to generate the 
undesirable states of over and under arousal respectively”, but their work was carried 
out at C1 only and did not look at the impact on C2. Prior literature on walking 
distances at airports has shown that passengers are unwilling to veer or go back from 
their original path their departure gate (Freathy & O'Connell, 1998; 2012; Geuens et al., 
2004); the results of this study extend the existing knowledge and show that when 
passenger walking distances increase so does their sequential purchasing behaviour. 
This may be because as passengers walk through the retail area they will encounter an 
increasing number of stores, and thus the temptation that shoppers are confronted with 
increases as passengers cover greater distances on their journey to their departure gate. 
This increasing exposure to purchase opportunities appears to have a positive impact on 
any shopping momentum.  
Destination was shown to have a significant negative impact on the expenditure of C2. 
Previous studies on destinations at airports have looked at destinations descriptively in 
terms of products purchased (Lin YH & Chen, 2013; Castillo-Manzano, 2010) but have 
not considered their impact on purchases made. While the primary reason that 
passengers are making a journey from the airport is to get to their final destination, 
surely the anticipation of the final destination is a common factor for all travellers? 
Having feelings of uncertainty about the future (Caplin & Leahy, 2001) will impact an 
individual’s motivation and the decisions that they make (Faria & McAdam, 2013) and 
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how people are feeling about future experiences impacts their current decisions (Harris, 
2012). In an airport environment, passengers experience stress (Scholvinck, 2000; 
Crawford & Melewar, 2003) and have an increased level of anticipation and excitement 
(Thomas, 1997). The more developed a destination is then the more differences are seen 
in cost of living and this will affect passengers’ anticipation of their future navigation of 
their destination of travel in different ways. “Gross Domestic Product (GDP) has 
become widely used as a reference point for the health of national and global 
economies” (Callen, 2017) and is a standardized measure used to compare all travel 
destinations in this study. Measuring the impact of destination in terms of its GDP has 
not been studied in previous airport research, let alone its impact on sequential 
purchasing. All passengers share the goal of getting to their final destination so it was 
interesting to observe the impact of destination when sequential purchasing did occur. 
Emotions evoked in the passenger about their primary goal of using an airport impact 
sequential purchasing and add a new variable in the understanding of airport sequential 
conceptualization.  
This study shows that spatial crowding at C1 negatively impacts both instances and 
expenditure of C2. While prior literature has shown spatial crowding’s negative impact 
on intention to shop (Penz & Hogg, 2011) and shopping outcomes (Eroglu et al., 2005; 
Machleit et al., 2000; Freathy & O'Connell, 2012; Li et al., 2009), this is an attempt to 
look at the negative impact of spatial crowding on sequential purchasing, and also in the 
context of an airport. The results show that the negative impacts seen in previous studies 
also negatively impact shopping in the sequential purchasing space. In addition, when 
shoppers do decide to make another purchase, spatial crowding in the store negatively 
impacts the amount they do spend. It seems that the spatial crowding itself may be 
causing a distraction for shoppers and acting as a disrupter to the shopping momentum 
process.  
6.2 Other Factors Influencing Sequential Purchasing 
The more time that elapses between each purchase, the more time there is for outside 
forces that encourage implementation to occur. Dhar et al. (2007, p. 377), in their study 
of shopping momentum, noted that “an important untested moderator of shopping 
momentum is the time elapsed between purchases” as in their experiments the target 
choice (C2) immediately follows the first purchase (C1). The results of this study show 
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that when sequential purchasing did take place, it did so within a relatively short period 
of time. While most passengers pre-plan their shopping before getting to the airport 
(Freathy & O'Connell, 2012) and the total time available to shop (dwell time) becomes 
reduced by the airport journey (check-in, immigration, security, wayfinding and the 
boarding process). As such, the time in which sequential purchasing can take place is 
limited by the airport journey itself and exacerbated by the unwillingness of airport 
passengers to veer from their original route to their gate of departure (Freathy & 
O'Connell, 1998; 2012; Geuens et al., 2004).  
Products sold in the retail area at DDF are presented in well-defined, demarcated 
homogenous shopping locations such as liquor and tobacco, perfumes and cosmetics, 
fashion, jewellery and electronics. While shopping takes place within each of these 
areas, any subsequent purchases can be affected by the airport journey, crowding and 
product or transaction related factors familiar to the airport itself, either encouraging 
implementation or deliberation. Shopping momentum can be interrupted by any of these 
factors and, as this research has shown, the more time that elapses between each 
purchase the more time there is for these outside forces to occur.  
In their theory development of shopping momentum Dhar et al. (2009) noted that while 
individual incentives (promotions) do not themselves induce shopping momentum they 
can help to create it by making an offer more attractive. This study examined 
promotions at a store-wide level (not individual promotions) that covered most major 
categories with a 20% off offer. The results show a positive impact on C1 but no 
significance on C2, perhaps because budgetary or financial considerations kicked in 
after C1 and caused a deliberation. However, when shoppers did go on to make a 
purchase at C2 the effect of the discount at C1 saw a positive impact on the expenditure 
of C2. This supports earlier findings that a sales promotion that highlights the utilitarian 
aspects of a purchase can be classed as a utilitarian promotion (Liao et al., 2009) and as 
a result shoppers may use this as justification for spending more at C2. In addition, in an 
airport most shopping is planned in advance (Freathy & O'Connell, 2012; Castillo-
Manzano, 2010) and it would therefore seem that once passengers were made aware of 
the store discount (as they entered the retail area), at least some of them incorporated 
this into their individual shopping plans.  
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Many studies have found a positive link between the use of credit cards and consumer 
spending (Feinberg, 1986; Saleh, 2012; Roberts & Jones, 2001; Phau & Woo, 2008), 
but they have had a lack of emphasis on the effects of payment with a credit card in a 
sequential purchasing situation. One exception, Dhar et al.’s (2007) study of shopping 
momentum, found that payment with differing payment resources interrupted shopping 
momentum through the deliberation process. The current study extends these findings 
by showing that payment by bank card (as opposed to cash) has a positive impact on 
instances of C2, but a negative impact on its expenditure, thereby offering a positive 
moderating factor to the existing shopping momentum model. Earlier studies have 
shown that payment with a credit card has a positive impact on instances of C2 as it 
means that there is a gap between customers’ possession of the product and when they 
actually have to pay for it which reduces any pain associated with paying (Prelec & 
Loewenstein, 1998) and allows consumers to use paying on credit as a way to finance 
their purchase (Lee & Kwon, 2002). The results in this study appear to show that this 
positive influence extends through to the sequential purchasing cycle which explains the 
positive impact on C2. However, although paying with a bank card has a positive 
impact on instances of C2, it has a negative impact on the expenditure. While the act of 
paying with a bank card provides enough momentum to continue shopping the payment 
itself may cause deliberation in terms of amounts spent. Data analysis at DDF shows 
that, on average, customers who use a bank card spend up to 2.7 times more than those 
using cash. This higher spend level using a bank card at C1 may trigger budgetary 
considerations at C2 and this process of financial deliberation would interrupt shopping 
momentum which may explain the negative impact on C2 spend. While Dhar et al. 
(2007) showed that payment with differing payment resources interrupted shopping 
momentum through the deliberation process, this study was in a laboratory environment 
so it was interesting to observe the results being observed in a real life setting with the 
impact of paying with cash or a bank card. This study extends sequential purchasing 
literature in an airport context by showing that although earlier findings support the 
positive impact of bank card payments on instances of C2 this does not extend to the 
amount spent. It may well be that passengers in an airport environment are keen to get 
rid of any remaining foreign currency they have and may see this as ‘free’ cash to spend 




Previous research on product involvement (Zhang et al., 2014; Warrington & Shim, 
2000; Belk, 1975) looked at the impact of product involvement on C1 alone. The results 
of this study further this research by showing that the positive influence of product 
involvement at C1 extends beyond C1 to positively influence both instances and 
expenditure at C2. It was hypothesized that consumers considering a purchase that 
requires high product involvement exert more effort and pay more attention to their 
purchase, which in turn supports Hoch and Loewenstein (1991) and Gollwitzer’s (1990) 
mind set theory of implementation and deliberation mind-sets which find that the first 
purchase brings the consumers from a deliberative to an implemental mind-set and as a 
results positively impacts additional consumption. Additionally, the results for the 
positive impact on instances of C2 showed an inverted U-shape, indicating that both too 
little and too much product involvement negatively impact purchase outcome. This 
result adds to findings not just on sequential purchasing, but also the product 
involvement literature. 
Prior studies on product types revealed that hedonic driver products are more likely to 
confirm a mind-set of deliberation (Fishbach et al., 2003) as hedonic consumption has 
more association with guilt and pain associated with paying (Kivetz and Simonson 
2002) and, as a result, when the purchase at C1 is hedonic, negative feelings can carry 
over to the next purchase and may interrupt shopping momentum (Dhar et al., 2007). It 
was therefore hypothesized that utilitarian purchases at C1 would positively impact both 
instances and expenditure of C2 as the guilt and pain that are associated with hedonic 
products would be absent. The results supported the positive impact on instances of C2 
but showed a significant negative impact on the expenditure. This supports prior 
research on utilitarian purchases that found they are likely both to be an incentive to 
shop and to increase the chance of further consumption (Fishbach et al., 2003). Indeed, 
Mukhopadhyay and Johar (2009, p. 334) demonstrated “the salience of restraint at a 
prior impulse buying opportunity causes consumers to reward themselves subsequently 
by choosing indulgence over non-indulgence”. They found “that indulgence is likely to 
increase only when prior restraint is salient and hence can be used as a justification” and 
that “reasons for vs. against buying mediates the relationship between prior impulse 
purchase decision and indulgent choice”.  
The results showed that a utilitarian purchase at C2 negatively impacted the expenditure 
of C2. This may be a function of the basket analysis; as most, if not all, baskets contain 
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a mixture of utilitarian and hedonic products, it was decided to categorize the baskets on 
the basis of ‘mostly utilitarian’ or ‘mostly hedonic’ results to determine the product type 
with some negative emotions from any purchases of hedonic products of C1 spilling 
over to C2. These finding are in contrast to Okada (2005), whose findings would have 
predicted a positive impact from utilitarian products due to the justification process. 
6.3 Non-Significant Results 
The hypothesis that travel destination GDP, as it increases, would negatively impact 
instances of C2 was not supported. It was hypothesized that the contemplation of costs 
at the destination of travel compared with the costs of these products at DDF would 
interrupt shopping momentum due to the deliberation process involved, thus negatively 
impacting instances of C2. This impact was not observed in the results; this could be 
because the deliberation process, having already happened at C1 due to destination cost 
considerations, may be experienced as a weaker impact when it is encountered a second 
time. If this is the case, shopping momentum forces may outweigh any deliberation 
impact.  
Human crowding in the store was hypothesized to positively impact expenditure of C2. 
While the positive impact on instances of C2 from human crowding was supported, the 
positive impact on expenditure was not. It would seem that the positive impact of 
human crowding on the store atmosphere is enough to impact instances of sequential 
shopping but not the amount spent when C2 takes place. This may be due to a lack of 
resources after C1 as budgetary realities may limit the amount that the passenger is 
willing to spend when they shop again. The opposite results were found, however, in 
regard to crowding in the airport itself. Airport crowding did not have a positive impact 
on instances of C2 as was hypothesized. While crowding in the store may add to its 
overall atmosphere, crowding experienced outside the store has a different impact. CA 
and CB have very narrow spines which become very hard to navigate when busy and as 
a result may focus passengers on navigating their way to their gate and away from any 
potential shopping opportunities. 
While payment with a bank card has a positive impact on instances of C2, the 
hypothesis that payment with a bank card will positively impact expenditure of C2 was 
not supported. This may be because budgetary deliberations become a factor, despite the 
willingness of the passenger to make a subsequent purchase. So, while payment with a 
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bank card will positively impact instances of C2, it does not have the same effect on 
expenditure. 
Promotions were hypothesized to negatively impact both instances and expenditure of 
C2. Neither hypothesis was supported. Although previous studies reported conflicting 
results on the impact of promotions on purchases, the researcher hypothesized that 
passengers would factor in the 20% discount being offered and shop more, making it 
more likely that their financial resources would be exhausted at C1, but this was not the 
case. In fact, the promotion had a significant positive impact on the expenditure at C2, 
indicating that the attractiveness of the promotion overrode any potential budgetary 
concerns and/or plans that passengers may have.  
It was hypothesized that, unlike the purchase of hedonic products which may cause 
deliberation which interrupts shopping momentum, this is less likely to happen when 
utilitarian products are purchased at C1 and therefore will result in higher instances of 
C2. In turn, this prior restraint at C1 (the purchase of a utilitarian product) will allow for 
indulgence at C2 and will have a positive impact on C2 expenditure. Although the 
results were significant for instances of C2 they were not for expenditure at C2. It 
would seem that while the purchase of utilitarian products at C1 has a positive impact 
on C2, budgetary considerations remain: passengers may be prepared to be indulgent at 
C2, but not overindulgent. It was also hypothesized that utilitarian purchases at C2 will 
have a positive impact on the expenditure at C2. No significant results were found to 
support this hypothesis. It was thought that the self-control information that is present 
during the purchase of a utilitarian product would be negated by justification (the 
licensing effect) but this was seemingly not the case. 
6.4 Visual Summary of Hypothesis Testing 
A visual summary of the hypothesis testing for instances of C2 is shown in Figure 6.1 
and for expenditure at C2 is shown in Figure 6.2. Both summaries show the relationship 
between each factor and their relationship with both instances and expenditure of C2. 
Significant positive relationships are indicated by a black arrow, significant negative 
relationships by a red arrow and non-significant relationships are shown by a broken 
line. These summaries add to the research on tourism and travel retail by showing the 






















*Product Involvement and Human Crowding form 
an inverted U-shape  
=Significant Positive Relationship 


































C1 Product Type 









=Significant Positive Relationship 






Airport revenues, made up of both aeronautical and non-aeronautical revenues and non-
aeronautical revenues, continue to grow as a percentage of overall revenue (ACI, 2015) 
to which airport retailing contributes a significant part. However, research on the transit 
aspect of travel retail in general and airport retailing specifically is sparse. Most prior 
research on travellers’ shopping behaviour at airports has been predominantly 
descriptive, and has centred on identifying various shopping types and underlying 
motivations and prior research on airports has identified the uniqueness of the airport 
shopping environment. At DDF, despite its large variety of product ranges, most 
travellers tend to shop at one location, close to their departure gate. The sequential 
purchasing phenomenon is quite new to the travel retail research community and very 
little research has been done to shed light on sequential purchasing in an airport retail 
environment (I am aware of only one (descriptive) paper on the subject, i.e. (Freathy & 
O'Connell, 2012). This thesis aimed to address this research gap in the travel retail 
literature by investigating the factors influencing sequential purchasing and extending 
the existing research on sequential purchasing to a new retailing environment. Most 
prior studies on sequential purchasing have been conducted in labs with a focus on 
revealing underlying psychological mechanisms, but this thesis extends to a real life 
retail environment and reveals the contextual factors that may also play a role in the 
sequential purchasing phenomenon. 
In this thesis, a conceptual model is developed that identifies the important factors 
featured in an airport shopping environment that potentially influence sequential 
purchasing. This model was empirically tested with data collected from three terminals 
in Dubai International Airport from 19–24 October, 2015, which comprised over 
279,000 boarding cards and associated transactions and flight information. The results 
of this research not only offer a significant theoretical contribution to both the travel 
retail and sequential purchasing literature, but also have some important practical 
implications.  
In the following sections, the theoretical, methodological and practical implications are 
discussed. Furthermore, as an attempt to address sequential purchasing in airport 
retailing context, the limitations associated with the research design and the data 
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collection that need to be considered in generalizing the conclusions from this research 
are also considered. This is followed by a discussion of future research opportunities.  
7.2 Theoretical Contributions 
Sequential purchasing is an important phenomenon that has not been studied before in 
travel retail research. This study is an attempt in the travel retail literature to develop a 
conceptual model that explains the important factors featured in an airport shopping 
environment that influence sequential purchasing and then empirically test it with the 
data collected from three terminals in DXB. Hence, this research gives new insight into 
sequential purchasing theory and travel retail and tourism research.  
7.3 Contribution to Travel and Tourism Shopping Research 
There is very little research on airports in tourism, travel and travel shopping research. 
This study examined 478 articles published between 2015–2017 in two of the leading 
journals in the field (Journal of Travel Research and Tourism Management) and found 
only 6 related to the airline and airport industry. While major themes emerged from 
these articles such as brand image, destination, economic impact, ecotourism, 
experience, and safety and security it was surprising that airports, a major source of 
connectivity for tourist travel, were so little covered. Little is known about the transit 
component of tourism systems (Weaver & Lawton, 2014) and while there is extensive 
research on tourism and travel generally the impact of transit has been under-
researched, particularly when it comes to airlines and airports.  
By focusing on sequential purchasing behaviour in an airport retailing environment, this 
study responds to the call to investigate airports as destinations in themselves. 
Competition among international airports has led to investment to transform airport 
shopping into mall shopping with featured local products and experiences. This thesis 
shows that travellers navigate and explore the shopping areas as they do in shopping 
malls but the limited dwell time at airports exerts time pressures, leading to a 
comparatively short shopping window. This makes shopping momentum a very relevant 
and useful perspective to conceptualize travellers’ sequential shopping in an airport 
retailing environment. By carefully examining the similarity and differences between 
airports and regular retailing environments, it is possible to identify additional theories 
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that may be readily extended to explain airport shopping behaviour and theoretical 
boundaries that require further investigation.  
Recognizing the uniqueness of airport retailing, prior research has shed some light on 
travellers’ shopping behaviour, but most of it has focused on identifying various 
shopping types and underlying motivations, been mainly descriptive and lacked 
theoretical foundation (Jin et al., 2017). Although insightful in identifying the 
uniqueness of the airport shopping environment, such research has assumed a traditional 
duty free shopping environment with fairly limited product varieties. Foci include how 
environment affects passenger movements (Adey, 2008), describing the airport 
atmosphere (Rowley & Slack, 1999) and how atmospherics influence impulse buying 
(Omar & Kent, 2001; Crawford & Melewar, 2003). Airport contextual factors and their 
link with shopping outcomes in general and sequential shopping in particular have 
largely been largely under-researched. 
This research contributes to the travel and tourism literature by considering airports as 
part of the travel journey and discovering the impact that the airport context has on 
traveller behaviour, specifically their sequential purchasing behaviour. Moreover, in this 
research, a research model was identified and developed that conceptualizes the relevant 
contextual factors that feature in the airport retailing environment and affect travellers’ 
shopping behaviour, such as time availability, payment type, product type, location of 
departure gates and walking distances. Such factors capture both the similarity between 
airport retailing and regular retailing environments, and those features unique to an 
airport and their impact on shopping behaviours in an airport context. The resulting 
model can be used as a base to guide future inquiries into airport shopping.  
In particular, this thesis reveals some interesting findings that extend our understanding 
of travellers’ shopping behaviour at an airport; the results show that how much a 
passenger spends at C1 directly impacts instances of subsequent purchases and the 
amount spent, with this sequential purchasing behaviour taking place in a relatively 
short time period. Both time availability and walking distances from the first purchase 
to the departure gate had a positive impact on both instances of and expenditure at C2 
while consideration of destinations with high GDPs negatively impacted the 
expenditure at, but not instances of, C2. Crowding at the airport showed interesting 
results with human crowding in the store positively impacting instances of C2 but not 
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expenditure. Airport crowding (i.e. outside the store) had the opposite effect – a positive 
impact on expenditure at C2 but not on instances of C2. As the layout, merchandising 
and displays within the concourse (store) (spatial crowding) get more crowded this had 
a negative impact on both instances of and expenditure at C2. As the level of product 
involvement involved in a purchase increased so, up to a point, did the instances of and 
expenditure at C2, with the overall impact showing an inverted U-shape. Interestingly, 
payment with a bank card at C1 positively impacted instances of C2 but negatively 
impacted expenditure, while store-wide promotions had a positive impact on C2 
expenditure. Purchases of utilitarian products at C1 positively impacted instances of C2 
but had a negative impact on the level of expenditure.  
7.4 Contribution to Sequential Purchasing Research and Methodological 
Contribution 
This thesis extends existing research on sequential purchasing to a new retailing 
environment and the findings extend the understanding of sequential purchasing. While 
most prior studies on sequential purchasing have been conducted in labs with a focus on 
revealing underlying psychological mechanisms, this thesis extends to the field and 
reveals the contextual factors that may also play a role. Thus far, the travel retail area 
has not been emphasized when it comes to work on sequential purchasing and what 
factors contribute to the phenomenon in an airport retail setting.  
Airport retailing includes many factors that are not seen in a traditional retailing 
environment and this research looked at the applicability of existing theory from a 
regular to a non-regular retail environment and the new contextual factors present. The 
inclusion of these factors gives a deeper understanding of the sequential purchasing 
phenomenon. Many of the sequential purchasing theories are based around either the 
sequential mitigation effect (SME) (Dholakia et al., 2005; Mukhopadhyay et al., 2008; 
Sultan, 2012) or shopping momentum (Gollwitzer & Heckhausen, 1990; Gollwitzer, 
2012; Dhar et al., 2007; Brandstätter et al., 2015; Hoch & Loewenstein, 1991). In the 
conceptualization of both shopping momentum (Dhar et al., 2007) and SME (Dholakia 
et al., 2005) time was not considered as a factor in their experiments as the second 
choice took place immediately after the first. However, in a real time scenario, Choice 2 
happens a varying amount of time after Choice 1 and research has shown that resources 
replenish over time (Tyler & Burns, 2008; Muraven & Baumeister, 2000). This study 
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took into account the time elapsed between Choices 1 and 2, in addition to time 
availability along with other factors such as distance between shops, departure gates, 
walking distances, destination of travel and crowding. 
From a methodological perspective this study adds to the sequential purchasing 
literature. Prior research used experiments which did not emphasize basket size, 
multiple choice options or multiple product categories and used a homogenous customer 
type (students). The sequential purchasing literature has overwhelmingly relied on 
experimental methods and while laboratory experiments are able to create control 
parameters, unlike real life situations, they also lack the dynamics of a real life setting. 
The data collected from DDF is independent boarding card data from passengers, over 
six days in October 2015. Prior studies involved the choice of a single unit of purchase 
which was subject to a yes/no purchase decision, with no time lag between purchases. 
However, in a real life situation most shopping trips involve purchasing one or more 
items, putting them in a basket and then proceeding to the point of sale to pay. This 
research takes the work of Dhar and Simonson (1999) further by looking at real life 
purchasing situations in the DDF retail environment. Items put in the basket may be 
complementary or non-complementary and are chosen for a variety of reasons, both 
planned and impulsively. A real life shopping situation rarely involves an either/or type 
of decision. This study looked at each shopping moment, that is, when a basket is 
brought to a point of sale, regardless of the amount of units put in the basket (Choice 1) 
and the effect it has on Choice 2. 
7.5 Contribution to Shopping Momentum Theory 
This research extends the research in shopping momentum by examining it in a real life 
setting with a wide range of products. In prior research on shopping momentum theory 
Dhar et al. (2007) describe shopping momentum as occurring“when an initial purchase 
provides a psychological impulse that enhances the purchase of a second, unrelated 
product” and argue that “to the extent that subsequent purchases are complementary 
items, the purchase of an initial item might enhance the purchase of additional items” ( 
p. 370), it seems, by default. This was also supported by Kamakura (2012) who noted 
that there can be an assumption in the analysis of basket of purchases that there is a 
complementarity to the products purchased with one product leading to the purchase of 
the other. This is, however, an under-researched assumption; most of the previous 
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studies around product type studied individual product characteristics of purchases of 
just one item in a basket (Batra & Ahtola, 1991; Mano & Oliver, 1993; Holbrook & 
Hirschman, 1982). Unlike such studies examining shopping momentum in a lab setting, 
this thesis demonstrates that shopping momentum can also be used to explain multiple 
purchases of various items whether related or not.  
7.6 Practical Implications 
As well as significant contributions to theory, this research also provides a very fruitful 
insight for operation and marketing practitioners looking to enhance retailing 
performance.  
When sequential purchasing did take place it happened relatively quickly so therefore 
retailers need to incentivize shoppers to shop a second time. This study showed that 
when sequential purchasing did occur at DDF, it happened within 8 minutes for the 1st 
quartile (29 minutes by the 3rd quartile). While Bohl (2014) found that the time a 
passenger spends in the retail area is considerably less than their total dwell time at the 
airport, it would seem that any increase in time available to shop will have a positive 
impact on purchases made. However, dwell time at DXB is four and a half hours so it 
would seem that, on average, there is a lot of time available for passengers to shop. 
Thus, it appears that when passengers start shopping there is only a short window in 
which to encourage them to continue. This may be done by offering incentives at the 
point of sale such as a discount on their next purchase to encourage revisiting the store, 
locating stores within easy reach of each other and also designing a store configuration 
where passengers have to walk past/through all the stores to get to other areas of the 
airport. It is interesting, given the long length of average dwell time at Dubai 
International, that customer sequential shopping happens in a relatively short window. 
This may indicate that passengers are spending their non-shopping time browsing, in the 
lounges, food courts or waiting areas and indulging in experiences (e.g. spa, gym, 
beauty salon). Encouraging passengers who feel they have finished shopping needs to 
be prioritized. This could be done by working with the experience retailers to offer 
vouchers to shop again after passengers have paid their bill. It was noted that passengers 
at Dubai International, once in the lounge, rarely leave to re-enter the retail area. 
Offering a shopping concierge service would bring the retail offer to the lounge area; 
possibilities include free use of iPads or a DDF application that could be accessed to 
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purchase products and have it delivered to the passenger’s seat in the lounge or directly 
to the departure gate. This may encourage passengers to be open to shopping again and 
also give them an extra incentive (the convenience factor) to do so.  
As the level of expenditure increases the impact on C2 is positive for both instances and 
expenditure: practically speaking, this means that airport retailers need to encourage an 
initial high spend. This could be done by having a free gift with purchase over a certain 
amount, two for the price of one promotions, travel retail product bundles that 
encourage a higher ticket price and cash back offers to encourage a higher initial spend. 
Additionally, partnering with loyalty programmes (such as airlines giving passengers 
points for purchases at DDF) may encourage passengers to shop more and linking an 
enhanced ‘point reward’ to incremental spend over certain limits may encourage higher 
C1 spend. DDF could also look at launching its own loyalty scheme. Easy payment 
plans and special offers on high ticket items could be targeted at the passenger before 
and during their journey at Dubai International to encourage them to consider a 
purchase of an expensive item. 
As the dwell time at the airport increases so does the positive impact on both the 
instances and expenditure of C2 and therefore the airport and the retailer need to work 
together to ensure that procedures that reduce dwell time are minimized. The average 
dwell time at DXB is 4 and a half hours but although this seems like a relatively long 
time, the results of Hypothesis 1 showed that when sequential purchasing happens it 
does so in a relatively short window of time. It may be that passengers’ knowledge and 
anticipation of a long dwell time is impacting the positive instances of C2 and the 
expenditure of C2. It is therefore in the interest of airport authorities to reduce time 
spent at check-in, security and immigration. Wayfinding at the airport also needs to be 
optimized in order to reduce the time that passengers spend navigating the airport space 
and increase the time available to spend in the retail area. Encouraging passengers to get 
to the airport early and making the retail experience something that they will want to 
include as part of their journey planning will help with increasing dwell time. Marketing 
the airport as a destination in itself will encourage passengers to get to the airport 
earlier. Currently, DXB has five-star hotels at each concourse which offer passengers a 
daily rate: offering packages that allow passengers to check into their hotel the night 
before at the airport would extend dwell time at the airport to levels far exceeding the 
current norm. Spa experiences and health facilities would encourage passengers to get 
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to the airport earlier and indulge themselves ahead of long flights, particularly at DXB 
which has a large number of long-haul destinations.While prior literature showed that 
dwell time in the retail area correlated with the likelihood of buying something (Freathy 
& O'Connell, 2012; Torres et al., 2005), this was partly because the more time that a 
customer had, the more chances they would have to see what was on offer (Omar & 
Kent, 2001) while they were killing time (Crawford & Melewar, 2003). This becomes 
particularly important in a large airport such as DXB which has a large range of 
merchandise for sale (over 35,000 products) at any one time. Passengers tend to stay in 
the same area of the airport, usually around their departure gate (Freathy & O'Connell, 
1998; 2012; Geuens et al., 2004) and therefore may not get to see the full range of 
products on offer if their dwell time is reduced. Giving passengers reasons to explore 
the airport while also increasing their sense of time available are key to increasing sales.  
Walking distances had a positive impact on both instances and expenditure of C2 and 
encouraging passengers to navigate through the retail area is vital: any negative 
connotations about the effort involved should be reduced as much as possible. As 
passengers’ natural inclination is to satellite around the area of their departure gate the 
airport should improve wayfinding with information such as walking distance time to 
gates, etc. to reduce stress for passengers. Having airport apps that direct passengers to 
special offers in other parts of the airport and that incentivise them to experience special 
offers and promotions would give passengers a reason to explore the full retail offering. 
Airport design and layout should funnel passengers through the retail space as much as 
possible on their way to their departure gates. This is very much the case at DXB, 
particularly in CC where 99% of the passengers have to go through the retail area to get 
to their departure gates. Airport design often concentrates on the primary goal of an 
airport – to process passengers in an efficient and safe manner, but good airport design 
married with great retail design will allow airports the opportunity to monetize their 
overall airport experience to its maximum potential. 
The study showed that destination GDP negatively impacted C2 expenditure; it is 
therefore important to position and tailor the retail offerings to specific passengers based 
on their destination. The results suggest that as the destination GDP increases so does 
the negative impact on C2 expenditure, when C2 happens. It is common practice for 
duty frees around the world to ask passengers for their boarding cards. The data 
captured from the boarding card is then used as a main source of data analysis later. 
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While data analytics at airports do give descriptive data about what products are 
purchased by destination of travel, destination is very often used as a proxy for 
nationality, which is in and of itself flawed. Considering the impact of the destination 
and its cost of living for example, allows a richer development of data captured. It may 
also be of value to study why certain products are, or are, not purchased by destination. 
For example, in the United States, Clarins is considered a mid-level brand and can be 
purchased at a chemist (drug store) whereas in the Middle East it is considered a luxury 
brand and sold at the perfumes and cosmetics counters. Knowledge of the different 
geographical pricing of the same product must inform airport retail pricing if maximum 
sales are to be obtained. Currency exchange rates should also be considered. Having 
made sure that the products that customers going to certain destinations are more likely 
to want and/or need are stocked, sales could be enhanced by, for example, bringing the 
product to the relevant departure gate and creating a ‘top ten’ pop up shop/cart. 
Emphasizing the price benefits of buying at the airport over the destination will give 
passengers a reason to buy and ‘save now’. 
Human crowding in the store has a positive impact on instances of C2 and it is therefore 
in retailers’ interests to encourage the right level of human presence in the store: what is 
particularly interesting about the results is the inverted U-shape of the crowding impact. 
There is therefore an optimal level of crowding that has a positive impact on instances 
of C2, but too little or too much will have a lesser impact. Knowing this gives an added 
incentive at DDF to add to the overall store atmosphere by encouraging the ‘correct’ 
human presence factor. Having product and merchandising displays that are more 
interactive will encourage passengers to stay in the shops and add to the overall human 
crowding-related atmosphere. A DDF/Dubai Airport shopping app to encourage people 
to enter stores with special offers and last minute reminders may also have a similar 
impact. At DDF the top five category sellers are liquor, tobacco, perfumes, cosmetics 
and gold. Analysing passengers flows to understand how passengers move is crucial to 
knowing where to place retail offerings. For example, when Concourse D opened (one 
year after my data collection) it was noted that when passengers entered the retail area 
the majority of them turned left and as a result many passengers missed the retail 
offerings on the right-hand side. Understanding how passengers move and the busy 
times and non-busy times of day are key considerations in airport retail design. It may 
be that offerings need to be expanded, reduced or duplicated in different parts of the 
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retail area. In those areas of the duty free shops that have lines of cash registers, such as 
the liquor and tobacco areas, the size of queues and their impact on crowding can be 
alleviated by installing efficient queuing lines that offer equity and increased 
opportunities to sell to customers through engagement in the queue process. Looking at 
crowding across the different retail configurations across all the shopping areas will 
give greater depth of value. 
While it is the primary function of an airport to process passengers safely and efficiently 
it is also in the airport’s and its retailer’s best interest to maximize all business 
opportunities and income. Knowing that a crowded airport has a positive impact on 
sequential expenditure when sequential purchasing does take place, it is in both the 
airport’s and its retailers’ interests to get passengers to the airport early and encourage 
them to wander around the retail area. This can be done by ensuring that the airport 
environment is attractive enough to passengers that they will want to allow time 
specifically to explore and experience the airport, seeing it as part of their journey 
planning in terms of entertainment, hotels, shopping, etc. The airport crowding results 
also formed an inverted U-shape for positive impact on C2 expenditure, again revealing 
that too little or too much crowding reduces the overall positive impact on C2 
expenditure. This was noticed in Concourse B (CB) where the long narrow spine of 
mini-shops quickly became congested during peak traffic hours. Removal of the kiosks 
and promotional displays located in the spine area (carried out independently of this 
study) reduced the overcrowding significantly and had a positive impact on sales (this 
was done after this study’s data was captured). Controlling flows of traffic in the airport 
retail common areas can be largely impacted by wayfinding and dedicated staff to help 
passengers. 
Spatial crowding had a negative impact on C2 and it is therefore in retailers’ interests to 
ensure streamlined product and merchandising displays. It is in the interest of all 
retailers to create an inviting shop layout to encourage customers to shop. Dubai Duty 
Free has over 35,000 individual products for sale at any one time, all of which require 
display areas and brand exposure. Knowing that spatial crowding will have a negative 
impact both on shoppers’ desire to shop, and their expenditure when they do, should 
encourage retailers to work with suppliers to have a streamlined range available that 
combines products that passengers want to buy with great brand visibility and 
merchandising but not to the point where the displays begin to make the store feel 
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spatially crowded. Items not included in the streamlined display could be offered to 
customers at the airport price by either ordering in store, online or on their return 
journey. In areas such as toiletries having too many brands for sale clutters the display 
areas and can lead to customer confusion when trying to make a decision. Having a low 
cost, mid-range and high end option for, say, shampoos and deodorants, allow retailers 
to communicate clearly to passengers and customers in a hurry to make an easy 
decision. Shop design and layout is extremely important in moderating the impact of 
spatial crowding. Clear messaging and branding will entice customers into the shop and 
brand-dedicated staff can communicate with and inform passengers to help them 
navigate the store easily. In addition, having information boards scattered throughout 
the retail area will allow customers to navigate the retail area to more quickly get to the 
product that they are most interested in interacting with. 
As the results showed, products at C1 that require high product involvement had a 
positive impact on both instances and expenditure of C2, thus staff should have the best 
customer service training possible to encourage C2. Retailers should work with product 
suppliers to train sales assistants about product specific attributes that will help them 
engage with customers and having product displays and promotions that are interactive 
will help customers become more involved in the purchase moment and encourage 
additional sales. Large duty frees sell large quantities of products and suppliers are 
willing to invest in these sales channels by supporting dedicated staff in areas such as 
electronics, which require the imparting of detailed technical knowledge, in addition to 
beauty advisors in the perfumes and cosmetics areas, liquor and tobacco advisors and 
promotional pop-up zones. Getting suppliers to invest in this type of staff support will 
help push sales, particularly in areas where product expertise is required to sell the 
products. Additionally, airport retailers should consider looking at consignment 
inventories, i.e. inventories owned by the supplier, which incentivize them to supply the 
best stock (for example, of gold jewellery) and have their dedicated staff engage directly 
with selling the product to the customer. However, knowing the correct amount of 
involvement is important as indicated by the inverted U-shape of the results. It is 
important that retailers are cognisant of the optimal amount of product involvement that 
they are helping to create. Too little involvement on the part of the sales assistants, or 
too much, will reduce the overall positive impact of product involvement on both 
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instances and expenditure of C2. Regular and up-to-date staff training will go a long 
way in helping attain the optimum level of product knowledge and selling skills.  
Payment with a bank card at C1 was shown to positively impact instances of C2 and 
retailers should work with bank card providers to encourage this type of payment. This 
supports prior literature results on the positive impact of credit cards on spend (Pirog & 
Roberts, 2007; Saleh, 2012; Inman & Winer, 2009). Credit card companies (and indeed 
all bank issued cards) are paid a merchant fee when their credit card is used so they are 
very willing to run promotions with retailers that drive spend to their card. Additionally, 
credit card companies have very detailed analytics of how customers spend at individual 
retailers and so can design promotions tailored to shop specific behaviours. Having an 
in-store credit card that allows customers access to discounts and special offers also 
helps to encourage use. DDF has found this with its own store credit card that was set 
up with American Express that gives their customers a 10% discount at DDF in addition 
to other promotions that can be specifically targeted to them – and all the while 
encouraging the use of the DDF/AMEX co-branded credit card. Interestingly, although 
use of a bank card at C1 positively impacted instances of C2, it negatively impacted 
expenditure. Offering promotions for use of a bank card on additional purchases or on 
purchases of a certain number of products would not only drive incremental growth but 
also encourage customers to use their bank card more to access these further discounts, 
thereby increasing spend at C2.  
At DDF, offering store-wide discounts (e.g., 20% off major product categories) has a 
positive impact on overall sales. However, in the sequential purchasing context the 
results show that they have no impact on instances of C2, although when C2 did occur 
the fact that there had been a promotion at C1 positively impacted the amount spent. So 
while we know that shoppers who go on to purchase again spend more in a discount 
environment, incentivising shoppers at C1 to shop a second time is very important. The 
positive impact needs to carry over to subsequent purchases. One way of encouraging 
this type of behaviour would be to offer passengers a voucher for an additional discount, 
on top of the store-wide discount, for purchases in another product category. This could 
be offered once a certain ceiling of purchase value has been reached and would act as a 
type of cross-selling between different stores, requiring all stores to work together. Data 
analytics will be very important here, for example, knowing what certain passenger 
profiles to particular destinations are interested in buying. Offering those passengers 
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additional savings in other stores they may be interested in at check-out will act as a 
type of up-selling across the duty free area and give customers a reason to continue 
shopping. 
This research has shown that utilitarian purchases at C1 have a positive impact on 
instances of C2. It is therefore in the interests of airport retailers to emphasize the 
utilitarian elements of all purchases, be they hedonic or utilitarian, at the first purchase. 
Emphasizing the ‘last chance to buy’ and price savings compared to non-duty free 
prices, etc. may trigger the utilitarian characteristics of making purchases from the 
airport retail offerings. Utilitarian product categories in DDF such as liquor, tobacco 
and food items are often bulky and heavy to carry. Offering a storage service within the 
shops that allows shoppers to continue shopping elsewhere without the inconvenience 
of carrying their initial purchases, only returning to pick up their purchases once 
finished, may encourage shopping in other categories and locations. Another alternative 
might be offering a service whereby passengers could buy at departures and collect 
upon their return at arrivals. 
7.7 Limitations and Directions for Future Research 
7.7.1 Limitations of the Research  
With its focus on the impact of contextual factors, this research did not take into 
account the internal processes experienced by passengers involved in sequential 
purchasing and as such was limited to the observation of sequential purchasing 
outcomes. Although this may limit the explanatory power of the research model, it is a 
reasonable compromise when the focus of this research is to develop a model that 
identifies key contextual factors.  
Second, this data for this research was sourced from a single airport in Dubai and only 
covered six days. Although the data set in this research involves three different 
concourses, generalization to other airports warrants further examination. Furthermore, 
shopping behaviour may vary across the year. It would be interesting to replicate this 
research and test the model across other airports of differing sizes and at different times 
of the year (to perhaps include, for example, comparisons of not only summer/winter, 
but also time periods around particular celebrations such as Eid or Christmas (or those 
local to the airport) versus non-celebratory periods) to see the robustness of the results.  
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Finally, in this research only the limited interactions among contextual factors and first 
purchase and non-linear relationships, such as the effect of crowdedness were explored. 
It is possible that there are other moderating effects and that contextual factors either 
reinforce or mitigate each other in influencing sequential purchasing. This knowledge is 
very important to develop a more comprehensive understanding.  
7.7.2 Directions for Future Research 
Future research would benefit from testing the conceptual model in other locations and 
environments. Also, including observation of the cognitive processes that take place in 
sequential purchasing would add to the conceptual model and give retailers further 
knowledge of not just the conceptual framework built in this thesis but also an 
understanding of the internal factors that are taking place in shoppers during the 
sequential purchasing cycle. 
Future research should also consider the impact of additional variables such as gender, 
age, culture, the presence of significant others while shopping, budget, income levels 
and trip purpose. Additionally, considering other modes of transport connection points – 
such as train stations, bus terminals and border crossing locations – will add to the 
travel and tourism literature’s understanding of sequential purchasing. 
Collection of data could also be extended over a longer period to include seasonal 
changes in the airport business. This research looked at the interactions between the first 
and second purchases through non-linear relationships. While the focus of this research 
added to the travel and tourism body of knowledge, this research should also be 
extended to conventional retail settings such as shopping malls and the contextual 
factors specific to these environments.  
7.7.3 Chapter Summary 
This research has contributed to sequential purchasing theory by building a conceptual 
model of the factors influencing the sequential purchasing phenomenon taking place in 
an airport retail environment. In addition, multiple purchases per basket, time elapsed 
between purchases and options with more than one choice were not considered in past 
research. These have been considered here along with context specific factors and 
product, payment and journey factors. Methodologically, this research has extended the 
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corpus of knowledge by being based in a real life setting, away from the laboratory 
environments used in prior research. 
The knowledge outcomes from this research will allow retailers to consider practical 
implications to inform their future retail strategies. Traditionally retailers endeavour to 
get more customers into their shops and to get the customers in their shops to spend 
more. This research now offers an additional focus for retailers, i.e. to get the customer 
who is in the store to shop again on the same trip. Understanding the factors that are 
impacting sequential purchasing now allows retailers to consider implementing the 
practical changes outlined in this chapter. 
The main limitation of this research is that the cognitive process of sequential 
purchasing was not considered. Future research should take this into account, in 
addition to testing this research in other locations and environments, as well as 
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Appendix 1: Results of Study into Conversion Rate – 2014 
Location Location Name 
Conv. 
Rate 
Av. Trx Length: 
Purchase 
Av. Trx Length: 
No Purchase 
5056 CA At Your Service East 97.2% 2.00 2.80 
5004 CA At Your Service West 97.2% 2.00 2.80 
5008 CA Confectionery 97.2% 1.29 1.37 
5018 CA Electronics 26.6% 8.76 3.13 
5048 CA Emirates East 97.2% 1.29 1.37 
5012 CA Emirates West 97.2% 1.29 1.37 
5054 CA Fashion Boss 41.0% 8.17 2.98 
5032 CA Fashion Ferragamo 41.0% 8.17 2.98 
5038 CA Fashion Gucci 41.0% 8.17 2.98 
5034 CA Fashion Hermes 41.0% 8.17 2.98 
5036 CA Fashion Chanel 41.0% 8.17 2.98 
5046 CA Finest Surprise East 100.0% 4.25 0.00 
5016 CA Finest Surprise West 100.0% 4.25 0.00 
5058 CA First Class Lounge 11.1% 7.89 4.95 
5026 CA Gifts from Dubai 95.0% 2.95 1.98 
5024 CA Gold and Jewellery 24.5% 8.30 5.56 
5006 CA Liquor Tobacco Food West 96.2% 1.90 2.66 
5052 CA Liquor Tobacco Food Pharmacy East 88.3% 2.44 1.98 
5002 CA Perfumes & Cosmetics West 48.8% 6.47 5.15 
5044 CA Perfumes & Cosmetics Fashion East 49.9% 6.82 3.36 
5014 CA Pharmacy West 80.5% 2.97 1.30 
6002 CA Pre-Immigration 97.2% 1.16 1.66 
5042 CA Sports and Leisure 58.8% 1.94 1.93 
5022 CA Watches and Pens 25.6% 9.60 3.83 
317 CB Al Majlis 87.4% 1.00 1.01 
1028 CB Books - Magazines 94.9% 1.52 1.62 
1026 CB Dutyfree - Tobacco (East) 92.5% 1.74 3.43 
1006 CB Dutyfree - Tobacco (West) 92.5% 1.74 3.43 
1034 CB Finest Surprise East 100.0% 4.25 0.00 
4002 CB Emirates West 93.4% 1.12 2.80 
1012 CB Fashion 29.4% 8.17 3.14 
1032 CB Foodplus - Luggage East 92.5% 1.74 3.43 
1004 CB Foodplus - Toys (West) 92.5% 1.74 3.43 
1016 CB Gifts from Dubai 95.0% 2.99 1.98 
1022 CB Gold - Jewellery 24.5% 12.49 5.05 
 
205 
Location Location Name 
Conv. 
Rate 
Av. Trx Length: 
Purchase 
Av. Trx Length: 
No Purchase 
1048 CB Jo Malone 48.8% 6.47 5.15 
1011 CB Mobiles-Cameras 21.1% 9.46 2.86 
1008 CB Music - Books 59.6% 3.32 2.98 
1009 CB Perfumes-Cosmetics West 48.8% 6.47 5.15 
1024 CB Perfumes - Cosmetics East 48.8% 6.47 5.15 
1031 CB Pharmacy (East) 78.3% 2.97 0.90 
1018 CB Pharmacy (West) 78.3% 2.97 0.90 
4030 CB East DDF Akaru N Events POD 45.7% 3.02 3.26 
4028 CB East Elect Lang Learn POD 45.7% 3.02 3.26 
4020 CB East Fun Watch N Swatch POD 50.0% 9.63 6.63 
4022 CB East MAC POD 48.8% 6.47 5.15 
4004 CB Emirates East 93.4% 1.12 2.80 
4034 CB East Kiehl's POD 48.8% 6.47 5.15 
4014 CB West FWille and Cos Jew POD 53.3% 4.94 2.29 
4032 CB West F Surprise Skytrain 100.0% 4.25 0.00 
4006 CB West Bateel and Lindt POD 45.7% 3.02 3.26 
4012 CB West Swarovski POD 53.3% 4.94 2.29 
1046 CB Special Handling B7 93.4% 1.12 2.80 
1002 CB Sports - Leisure 51.0% 6.00 2.62 
1014 CB Sunglasses 23.4% 7.34 4.63 
1021 CB Watches-Pens and Lighters 33.2% 11.98 4.68 
3002 T3 Arrivals Shop 3 92.0% 2.49 2.53 
738 CC Circle 1 99.0% 1.92 2.08 
740 CC Circle 2 99.0% 1.92 2.08 
710 CC Elect Camera Toys and Books 60.6% 5.22 2.35 
734 CC Gifts from Dubai 95.0% 2.99 1.98 
712 CC Gold 61.5% 15.00 5.80 
718 CC Jewellery and  Pearls 5.0% 6.00 2.97 
702 CC Liquor and Food Plus 1(LT1) 99.0% 1.92 2.08 
704 CC Liquor and Food Plus 2(LT2) 99.0% 1.92 2.08 
720 CC Millennium and F Surprise 100.0% 4.25 0.00 
730 CC News Agent C08 100.0% 1.30 0.00 
748 CC News Agents C02 99.0% 1.30 1.37 
732 CC News Agents  C22 99.0% 1.30 1.37 
736 CC News Agents C40 99.0% 1.30 1.37 
716 CC Pens and Lighters 30.0% 10.67 2.86 
706 CC Perfumes and  Cosmetics 48.8% 6.47 5.15 
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Location Location Name 
Conv. 
Rate 
Av. Trx Length: 
Purchase 
Av. Trx Length: 
No Purchase 
746 CC Pharmacy 82.9% 1.60 2.00 
708 CC Sports and Fashions 56.3% 5.26 2.97 
724 CC Sunglasses 43.5% 7.70 3.00 
714 CC Watches 29.4% 12.21 4.39 
602 Terminal 2 Departure 62.1% 5.89 3.05 
608 Terminal 2 Pharmacy 80.5% 2.97 1.30 
7002 AMIA Departure Main 63.8% 4.59 2.85 
7004 AMIA Liquor-Tobacco 90.4% 2.43 2.73 
7006 AMIA Food Plus 100.0% 1.63 0.00 







Appendix 2: Documentation for Deriving Multiple Cards Used by 
Passengers in Stores 
Assumption 7.2.1: Below is the process used to determine customers who made a 
second purchase but with a different credit card:  
 
Steps of extraction of records:- 
1. Create a view1 in the database of BP records with the selection of all field and 
grouped them 
SELECT      TOP 100 PERCENT TRX_ID,  
     LOGICAL_DATE, 
      STORE,  
      STORE_NAME, 
       SUM(QTY) AS Qty, 
       SUM(AMOUNT) AS Sales, 
       PAYMENT_REFERENCE,  
                    PXB_NAME, FLIGHT_CODE, DESTINATION_NAME 
FROM          dbo.BP_Table 
GROUP BY TRX_ID, LOGICAL_DATE, STORE, STORE_NAME, PAYMENT_REFERENCE, 
PXB_NAME, FLIGHT_CODE, DESTINATION_NAME 




2. Create an another view2 with the field of Date, Payment reference and a count 
field  of payment reference, named as Tally in the same view to count the 
payment reference 
SELECT      LOGICAL_DATE, PAYMENT_REFERENCE, COUNT(PAYMENT_REFERENCE) AS Tally 
FROM          dbo.BP_Table 
GROUP BY LOGICAL_DATE, PAYMENT_REFERENCE 
 
3. Create a third view3 by combining the first and second view by joining the 
Payment reference as a common field of first two view to extract the different 
classes of customers. 
SELECT      dbo.BP_View.PAYMENT_REFERENCE, dbo.BP_View.LOGICAL_DATE, 
dbo.BP_View.STORE, dbo.BP_View.STORE_NAME, SUM(dbo.BP_View.Qty)  
                        AS Qty, SUM(dbo.BP_View.Sales) AS Sales, dbo.BP_View.TRX_ID, 
dbo.BP_View.PXB_NAME, dbo.CC_View.Tally 
FROM          dbo.BP_View INNER JOIN 
                        dbo.CC_View ON dbo.BP_View.LOGICAL_DATE = dbo.CC_View.LOGICAL_DATE AND  
                        dbo.BP_View.PAYMENT_REFERENCE = dbo.CC_View.PAYMENT_REFERENCE 
WHERE      (dbo.CC_View.Tally = 1) 
GROUP BY dbo.BP_View.LOGICAL_DATE, dbo.BP_View.STORE, dbo.BP_View.STORE_NAME, 
dbo.BP_View.TRX_ID, dbo.BP_View.PAYMENT_REFERENCE,  
                        dbo.BP_View.PXB_NAME, dbo.CC_View.Tally 
HAVING       (dbo.BP_View.LOGICAL_DATE BETWEEN CONVERT(DATETIME, '2014-03-21 00:00:00', 
102) AND CONVERT(DATETIME, '2014-03-31 00:00:00', 102))  




4. Create a query1 from the third view with the parameter as Tally = 1 which will 
throw the result of all passengers who shopped from single store 
5. Similarly create another query2 from the third view with field of Date, 
Passenger Name, Tally, and count field of passenger name, named as 
PAX_TALLY 
SELECT      PXB_NAME, COUNT(PXB_NAME) AS PXTALLY, LOGICAL_DATE 
FROM          dbo.CC_View1 
WHERE      (Tally = 1) 
GROUP BY PXB_NAME, LOGICAL_DATE 
HAVING       (COUNT(PXB_NAME) = 2) 
 
6. Create a third query3 by combining the third view3 and query2 by joining the 
common field of Date, Passenger name and conditions as Tally=1 and 
PAX_TALLY =2 which throws a result of all records that has multiple cards 
with single passenger. 
SELECT      dbo.CC_View1.PXB_NAME, dbo.CC_View1.PAYMENT_REFERENCE, 
dbo.CC_View1.LOGICAL_DATE, dbo.CC_View1.STORE_NAME,  
                        dbo.CC_View1.TRX_ID, SUM(dbo.CC_View1.Qty) AS QTY, SUM(dbo.CC_View1.Sales) AS 
SALES 
FROM          dbo.CC_View1 INNER JOIN 
                        dbo.PAXTALLY ON dbo.CC_View1.PXB_NAME = dbo.PAXTALLY.PXB_NAME AND  
                        dbo.CC_View1.LOGICAL_DATE = dbo.PAXTALLY.LOGICAL_DATE 
GROUP BY dbo.CC_View1.PXB_NAME, dbo.CC_View1.PAYMENT_REFERENCE, 
dbo.CC_View1.LOGICAL_DATE, dbo.CC_View1.STORE_NAME,  











Appendix 3: Tourism Management Articles 2015 to 2017 
Year Mth Vol Paper Subject Author 
2017 Jun 60 
Linking the Dots Among Destination Images, Place Attachment, and Revisit Intentions: A 
Study Among British and Russian Tourists 
Destination Image (Stylos et al., 2017) 
2017 Jun 60 
From Leisure To Tourism: How BDSM Demonstrates the Transition of Deviant Pursuits To 
Mainstream Products 
Tourist Type (Tomazos et al., 2017) 
2017 Jun 60 Malaysia My Second Home (MM2H): Retirees' Demographic Profile and Spending Dynamics Special Needs (Wong & Musa, 2017) 
2017 Jun 60 Visiting Friends or Relatives? Tourist Type (Backer et al., 2017) 
2017 Jun 60 
Assessing the Recreational Value of World Heritage Site Inscription: A Longitudinal Travel 
Cost Analysis of Mount Fuji Climbers 
Heritage Site (Jones et al., 2017) 
2017 Jun 60 
Aggravated Fragmentation: A Case Study of SME Behavior in Two Emerging Heritage 
Tourism Regions 
Heritage Site (McCamley & Gilmore, 2017) 
2017 Jun 60 Gains From Horizontal Collaboration Among Ski Areas Sports Tourism (Falk, 2017) 
2017 Jun 60 
Sources of Satisfaction With Luxury Hotels For New, Repeat, and Frequent Travelers: A PLS 
Impact-Asymmetry Analysis 
Hotels (Lai & Hitchcock, 2017) 
2017 Jun 60 
Earmarking Conservation: Further Inquiry on Scope Effects in Stated Preference Methods 
Applied To Nature-Based Tourism 
Sustainability (Frontuto et al., 2017) 
2017 Jun 60 A New Visitation Paradigm For Protected Areas Sustainability (Weaver & Lawton, 2017) 
2017 Jun 60 
Urban Vs. Rural Destinations: Residents’ Perceptions, Community Participation and Support 
For Tourism Development 
Nature (Rasoolimanesh et al., 2017) 
2017 Jun 60 
Efficacy of Co-Creation and Mastering on Perceived Value and Satisfaction in Tourists' 
Consumption 
Value (Prebensen & Xie, 2017) 
2017 Jun 60 
The Economic Impact of On-Screen Tourism: The Case of the Lord of the Rings and The 
Hobbit 
Destination Image (Li et al., 2017) 
 
212 
Year Mth Vol Paper Subject Author 
2017 Jun 60 
How Feasible Is Coastal Management? A Social Benefit Analysis of a Coastal Destination in 
SW Spain 
Nature (Alves et al., 2017) 
2017 Jun 60 
Eco-Efficiency and Its Determinants At a Tourism Destination: A Case Study of Huangshan 
National Park, China 
Ecotourism (Peng et al., 2017) 
2017 Jun 60 Food Tourism Policy: Deconstructing Boundaries of Taste and Class Food Tourism (de Jong & Varley, 2017) 
2017 Jun 60 
Tourism-Led Growth Hypothesis in the Top Ten Tourist Destinations: New Evidence Using 
the Quintile-on-Quantile Approach 
Economic Impact (Shahzad et al., 2017) 
2017 Jun 60 
Reconciling Unsatisfying Tourism Experiences: Message Type Effectiveness and the Role of 
Counterfactual Thinking 
Experience (Wang et al., 2017) 
2017 Jun 60 Serious Games and the Gamification of Tourism Technology (Xu et al., 2017) 
2017 Jun 60 Systematic Effects of Crime on Hotel Operating Performance Safety & Security (Hua & Yang, 2017) 
2017 Jun 60 Destination Characteristics That Drive Hotel Performance: A State-of-The-Art Global Analysis 
Destination 
Characteristics 
(George Assaf et al., 2017) 
2017 Jun 60 
Online Destination Image: Comparing National Tourism organization’s and Tourists' 
Perspectives 
Destination Image (Mak, 2017) 
2017 Jun 60 
Differences in Tourist Ethical Judgment and Responsible Tourism Intention: An Ethical 
Scenario Approach 
Sustainability (Lee et al., 2017) 
2017 Jun 60 
The Effect of Destination Social Responsibility On Tourist Environmentally Responsible 
Behavior: Compared Analysis of First-Time and Repeat Tourists 
Sustainability (Su & Swanson, 2017) 
2017 Jun 60 Negotiating the Rapidly Changing Research, Publishing, and Career Landscape Tourism (Tung & McKercher, 2017) 
2017 Jun 60 Community Non-Participation in Homestays in Kullu, Himachal Pradesh, India Nature (Sood et al., 2017) 
2017 Jun 60 
Contextualizing the Complexities of Managing Alternative Tourism At the Community-Level: 
A Case Study of a Nordic Eco-Village 
Ecotourism (Prince & Ioannides, 2017) 
2017 Jun 60 Tourist Typology in Social Contact: An Addition To Existing Theories Tourist Types (Fan et al., 2017) 
2017 Jun 60 Yearly, Monthly and Weekly Seasonality of Tourism Demand: A Decomposition Analysis Demand (Rosselló & Sansó, 2017) 
 
213 
Year Mth Vol Paper Subject Author 
2017 Jun 60 Tourism's Vulnerability and Resilience To Terrorism Safety & Security (Liu & Pratt, 2017) 
2017 Jun 60 
Understanding Sustainability Behavior: The Relationship Between Information Acquisition, 
Proactivity and Performance 
Sustainability (Garay et al., 2017) 
2017 Jun 60 ‘You Will Like It!’ Using Open Data To Predict Tourists' Response To a Tourist Attraction Tourist Attractions (Pantano et al., 2017) 
2017 Jun 60 Testing On-Site Sampling Correction in Discrete Choice Experiments Modeling (Liu, 2017) 
2017 Jun 60 Air Passenger Duties As Strategic Tourism Taxation Airlines 
(Álvarez-Albelo et al., 
2017) 
2017 Jun 60 
Be a “Superhost”: The Importance of Badge Systems For Peer-To-Peer Rental 
Accommodations 
Accommodation (Liang et al., 2017) 
2017 Jun 60 
Case Study: Wellness, Tourism and Small Business Development in a UK Coastal Resort: 
Public Engagement in Practice 
Health (Page et al., 2017) 
2017 Apr 59 
Assessment of the Relationship Between Geomorphological Evolution, Carrying Capacity and 
Users' Perception: Case Studies in Emilia-Romagna Italy 
Impact Analysis (Rodella et al., 2017) 
2017 Apr 59 
Managing Customer Citizenship Behavior: The Moderating Roles of Employee 
Responsiveness and organizational Reassurance 
Tourist Workers (Tung et al., 2017) 
2017 Apr 59 Forecasting Tourism Demand With Composite Search Index Forecasting (Li et al., 2017) 
2017 Apr 59 Use Value of Cultural Events: The Case of the Christmas Markets Events (Brida et al., 2017) 
2017 Apr 59 
Young Travelers' Intention To Behave Pro-Environmentally: Merging the Value-Belief-Norm 
Theory and the Expectancy Theory 
Sustainability (Kiatkawsin & Han, 2017) 
2017 Apr 59 
Bike-Traveling As a Growing Phenomenon: Role of Attributes, Value, Satisfaction, Desire, 
and Gender in Developing Loyalty 
Sports Travel (Han et al., 2017) 
2017 Apr 59 
The Influence of Knowledge-Based Factors on Taxi Competitiveness At Island Destinations: 
An Analysis on Tips 
Behavior 
(García-Almeida & Klassen, 
2017) 
2017 Apr 59 
Non-Compliance in National Parks: An Extension of the Theory of Planned Behavior Model 
With Pro-Environmental Values 
Sustainability (Goh et al., 2017) 
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Year Mth Vol Paper Subject Author 
2017 Apr 59 A Proposed Sustainable Rural Development Index SRDI: Lessons From Hajij Village, Iran Sustainability (Hashemi & Ghaffary, 2017) 
2017 Apr 59 
Travelers' Switching Behavior in the Airline Industry From the Perspective of 
the Push-Pull-Mooring Framework 
Airline (Jung et al., 2017) 
2017 Apr 59 Customer-Customer Interactions (CCIS) at Conferences: An Identity Approach Behavior (Wei et al., 2017) 
2017 Apr 59 
Metrics To Measure the Geographic Characteristics of Tourism Markets: An Integrated 
Approach Based on Gini Index Decomposition 
Modeling (Lau et al., 2017) 
2017 Apr 59 
Tourists’ Representations of Coastal Managed Realignment As a Climate Change Adaptation 
Strategy 
Nature 
(Schliephack & Dickinson, 
2017) 
2017 Apr 59 Multilevel Model of Management Support and Casino Employee Turnover Intention Tourist Staff (Li et al., 2017) 
2017 Apr 59 Barriers To offering Special Interest Tour Products To the Chinese Outbound Group Market Products (Jin & Sparks, 2017) 
2017 Apr 59 
Management of Estuarine Beaches on the Amazon Coast Though the Application of 
Recreational Carrying Capacity Indices 
Sustainability (Sousa et al., 2017) 
2017 Apr 59 
Campsite Choice and the Camping Tourism Experience: Investigating Decisive Campsite 
Attributes Using Relevance-Determinance Analysis 
Tour Type (Mikulić et al., 2017) 
2017 Apr 59 
Comparing Literary Tourism in Mainland China and Taiwan: The Lu Xun Native Place and the 
Lin Yutang House 
China (Wang & Zhang, 2017) 
2017 Apr 59 
Barriers To Business Relations Between Medical Tourism Facilitators and Medical 
Professionals 
Health (Skountridaki, 2017) 
2017 Apr 59 Understanding the Tourist Mobility Using GPS: Where Is the Next Place? Technology (Zheng et al., 2017) 
2017 Apr 59 
A Novel Decision Support Model For Satisfactory Restaurants Utilizing Social Information: A 
Case Study of Tripadvisor.Com 
Online (Zhang et al., 2017) 
2017 Apr 59 The Tourist on the Farm: A ‘Muddled’ Image Ecotourism (Dubois et al., 2017) 
2017 Apr 59 
Understanding Travelers' Intentions To Visit a Short Versus Long-Haul Emerging Vacation 
Destination: The Case of Chile 
Destination 
Decision 
(Bianchi et al., 2017) 
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2017 Apr 59 
The Impacts of Temporary But Anticipated Tourism Spending: An Application To the 
Glasgow 2014 Commonwealth Games 
Events (Allan et al., 2017) 
2017 Apr 59 
Development and Validation of a Destination Personality Scale For Mainland Chinese 
Travelers 
Modeling (Pan et al., 2017) 
2017 Apr 59 
The Impact of IT-Enabled Customer Service Systems on Service Personalization, Customer 
Service Perceptions, and Hotel Performance 
Technology (Piccoli et al., 2017) 
2017 Apr 59 
Product Diversification and Property Performance in the Urban Lodging Market: The 
Relationship and Its Moderators 
Accommodation (Yang et al., 2017) 
2017 Apr 59 A Critique of “Response Bias” in the Tourism, Travel and Hospitality Research Survey (Yüksel, 2017) 
2017 Apr 59 
Scuba Diving Tourism Systems and Sustainability: Perceptions By the Scuba Diving Industry 
in Two Marine Protected Areas 
Sustainability (Lucrezi et al., 2017) 
2017 Apr 59 
Which Accessible Travel Products Are People With Disabilities Willing To Pay More? A 
Choice Experiment 
Special Needs (Lyu, 2017) 
2017 Apr 59 
Why Do Online Tourists Need Sellers' Ratings? Exploration of the Factors Affecting Regretful 
Tourist E-Satisfaction 
Online (Tseng, 2017) 
2017 Apr 59 Don't Change My Towels Please: Factors Influencing Participation in Towel Reuse Programs Sustainability (Dimara et al., 2017) 
2017 Apr 59 Exploring Tour Guiding Styles: The Perspective of Tour Leader Roles Tour Types (Tsaur & Teng, 2017) 
2017 Apr 59 
Passenger Recovery After An Airport Closure At Tourist Destinations: A Case 
Study of Palma De Mallorca Airport 
Airport (Voltes-Dorta et al., 2017) 
2017 Apr 59 
Mining Meaning From Online Ratings and Reviews: Tourist Satisfaction Analysis Using 
Latent Dirichlet Allocation 
Online (Guo et al., 2017) 
2017 Apr 59 
The Power of Persuasive Communication To Influence Sustainable Holiday Choices: 
Appealing To Self-Benefits and Norms 
Sustainability (Hardeman et al., 2017) 
2017 Apr 59 Understanding Primary Stakeholders' Multiple Roles in Hallmark Event Tourism Management Events (Todd et al., 2017) 
2017 Apr 59 
Sustainability Performance Assessment Focusing on Coral Reef Protection By the Tourism 
Industry in the Coral Triangle Region 
Sustainability (Huang & Coelho, 2017) 
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Year Mth Vol Paper Subject Author 
2017 Apr 59 The Tourism and Peace Nexus Safety & Security (Farmaki, 2017) 
2017 Apr 59 
Building Composite Indicators in Tourism Studies: Measurements and Applications in Tourism 
Destination Competitiveness 
Modeling (Mendola & Volo, 2017) 
2017 Apr 59 Exploring a Theme Park's Tourism Carrying Capacity: A Demand-Side Analysis Attractions (Zhang et al., 2017) 
2017 Apr 59 Producing Extreme Metal Festivals: An Analysis From Lacan's Gaze Events (Yan et al., 2017) 
2017 Apr 59 The Impact of Language Style on Consumers′ Reactions To Online Reviews Online (Wu et al., 2017) 
2017 Apr 59 Customer Engagement With Tourism Social Media Brands Social Media (Harrigan et al., 2017) 
2017 Apr 59 
Corporate Social Responsibility and Systematic Risk of Restaurant Firms: The Moderating 
Role of Geographical Diversification 
Sustainability (Park et al., 2017) 
2017 Apr 59 Reconsidering the Estimation of the Economic Impact of Cultural Tourism Economic Impact (Torre & Scarborough, 2017) 
2017 Apr 59 
Toward a Theory of Backpacker Personal Development: Cross-Cultural Validation of the BPD 
Scale 
Modeling (Chen & Huang, 2017) 
2017 Apr 59 
The Missing Link in Building Customer Brand Identification: The Role of Brand 
Attractiveness 
Brand (So et al., 2017) 
2017 Apr 59 Traditional Village Forest Landscapes: Tourists' Attitudes and Preferences For Conservation Sustainability (Chen et al., 2017) 
2017 Feb 58 
An Ant Colony Based Optimization For RFID Reader Deployment in Theme Parks Under 
Service Level Consideration 
Attractions (Tsai et al., 2017) 
2017 Feb 58 
Branding the Destination Versus the Place: The Effects of Brand Complexity and Identification 
For Residents and Visitors 
Destination Brand (Zenker et al., 2017) 
2017 Feb 58 
Differences in the City Branding of European Capitals Based on Online Vs. offline Sources of 
Information 
Destination Brand (Molina et al., 2017) 
2017 Feb 58 Destinations Strategic Groups Via Multivariate Competition-Based IPA Tour Types (Guizzardi & Stacchini, 2017) 
2017 Feb 58 
A Comparative Analysis of Major Online Review Platforms: Implications For Social Media 
Analytics in Hospitality and Tourism 
Online (Xiang et al., 2017) 
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2017 Feb 58 
Importance-Performance Analysis (IPA) of Sustainable Tourism Initiatives: The Resident 
Perspective 
Sustainability (Boley et al., 2017) 
2017 Feb 58 Efficiency Analysis of Major Cruise Lines Cruises (Chang et al., 2017) 
2017 Feb 58 A Systematic Literature Review of Risk and Gender Research in Tourism Gender (Yang et al., 2017) 
2017 Feb 58 Seeking Tourism Sustainability – A Case Study of Tioman Island, Malaysia Sustainability (Ng et al., 2017) 
2017 Feb 58 
Tourists' Memories, Sensory Impressions and Loyalty: in Loco and Post-Visit Study in 
Southwest Portugal 
Loyalty (Agapito et al., 2017) 
2017 Feb 58 
Assessing the Impact of Work Environment Factors on Employee Creative Performance of 
Fine-Dining Restaurants 
Tourist Workers (Yeh & Huan, 2017) 
2017 Feb 58 An Application of Network Analysis on Tourist Attractions: The Case of Xinjiang, China Modeling (Liu et al., 2017) 
2017 Feb 58 Community Participation in World Heritage Site Conservation and Tourism Development Heritage Sites (Rasoolimanesh et al., 2017) 
2017 Feb 58 
Connecting With Prospective Medical Tourists Online: A Cross-Sectional Analysis of Private 
Hospital Websites Promoting Medical Tourism in India, Malaysia and Thailand 
Health (Moghavvemi et al., 2017) 
2017 Feb 58 
Operating Small Tourism Firms in Rural Destinations: A Social Representations Approach To 
Examining How Small Tourism Firms Cope With Non-Tourism Induced Changes 
Sustainability (Lai et al., 2017) 
2017 Feb 58 Is the Protection of Beach and Dune Vegetation Compatible With Tourism? Sustainability (Pérez-Maqueo et al., 2017) 
2017 Feb 58 Testing An Integrated Destination Image Model Across Residents and Tourists Destination Image (Stylidis et al., 2017) 
2017 Feb 58 
Using Ski Industry Response To Climatic Variability To Assess Climate Change Risk: An 
Analogue Study in Eastern Canada 
Sustainability (Rutty et al., 2017) 
2017 Feb 58 
Engines of Tourism's Growth: An Examination of Efficacy of Shift-Share Regression Analysis 
in South Carolina 
Modeling (Dogru & Sirakaya-Turk, 2017) 
2017 Feb 58 Sex Tourism: Romantic Safaris, Prayers and Witchcraft At the Kenyan Coast Tour Types (Omondi & Ryan, 2017) 
2016 Dec 57 
Boat-Based Tourism and Bottlenose Dolphins in Doubtful Sound, New Zealand: The Role of 
Management in Decreasing Dolphin-Boat Interactions 
Nature (Guerra & Dawson, 2016) 
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2016 Dec 57 
A Dynamic Linear Model To Forecast Hotel Registrations in Puerto Rico Using Google Trends 
Data 
Modeling (Rivera, 2016) 
2016 Dec 57 
Examining Eco-Environmental Changes At Major Recreational Sites in Kenting National Park 
in Taiwan By Integrating SPOT Satellite Images and NDVI 
Ecotourism (Wu & Chen, 2016) 
2016 Dec 57 Ideal Animals and Animal Traits For Zoos: General Public Perspectives Nature (Carr, 2016) 
2016 Dec 57 
Warfare Tourism Experiences and National Identity: The Case of Airborne Museum 
‘Hartenstein’ in Oosterbeek, The Netherlands 
Safety & Security (Gieling & Ong, 2016) 
2016 Dec 57 Residents’ Quality of Life and Attitudes Toward Tourism Development in China Domestic Views (Liang & Hui, 2016) 
2016 Dec 57 Make a Customer, Not a Sale: Tourist Satisfaction in Hong Kong Satisfaction (Agyeiwaah et al., 2016) 
2016 Dec 57 What Is the Optimal Number of Hotel Rooms: Spain As a Case Study Accommodation (Ben-David et al., 2016) 
2016 Dec 57 Vandalism and Tourism Settings: An Integrative Review Safety & Security (Bhati & Pearce, 2016) 
2016 Dec 57 From Lost Space To Third Place: The Visitor's Perspective Behavior (Luo et al., 2016) 
2016 Dec 57 Effect of Green Transformational Leadership on Green Creativity: A Study of Tourist Hotels Sustainability (Mittal & Dhar, 2016) 
2016 Dec 57 
Using An Intersectionality Perspective To Uncover Older Chinese Female's Perceived Travel 
Constraints and Negotiation Strategies 
Gender (Gao & Kerstetter, 2016) 
2016 Dec 57 
Ethical Leadership and Its Impact on Service Innovative Behavior: The Role of LMX and Job 
Autonomy 
Sustainability (Dhar, 2016) 
2016 Dec 57 Value orientations and Heritage Tourism Management At Petra Archaeological Park, Jordan Heritage Sites (Alazaizeh et al., 2016) 
2016 Dec 57 Predicting Muslim Medical Tourists' Satisfaction With Malaysian Islamic Friendly Hospitals Religion (Zailani et al., 2016) 
2016 Dec 57 Deciding Not To Choose: Delegation To Social Surrogates in Tourism Decisions Decision Making (Stone, 2016) 
2016 Dec 57 Online Branding: Development of Hotel Branding Through Interactivity Theory Online (Barreda et al., 2016) 
2016 Dec 57 Mobile Technology and the Tourist Experience: (Dis)Connection At the Campsite Technology (Dickinson et al., 2016) 
2016 Dec 57 Measuring Tourism Destinations Using Mobile Tracking Data Technology (Raun et al., 2016) 
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Year Mth Vol Paper Subject Author 
2016 Dec 57 
The Effect of Physical Environment on Passenger Delight and Satisfaction: Moderating Effect 
of National Identity 
Culture (Ali et al., 2016) 
2016 Dec 57 
Exploring the Regional Distribution of Tourism and the Extent To Which There Is 
Convergence 
Economic Impact (Mérida et al., 2016) 
2016 Dec 57 News Framing Effects on Destination Risk Perception Safety & Security (Kapuściński & Richards, 2016) 
2016 Dec 57 
Attractiveness of Municipalities in South-Western Poland As Determinants For Hotel Chain 
Investments 
Accommodation (Puciato, 2016) 
2016 Dec 57 
From Internal Brand Management To organizational Citizenship Behaviors: Evidence From 
Frontline Employees in the Hotel Industry 
Tourism Workers (Buil et al., 2016) 
2016 Dec 57 
When Does a Service Guarantee Work? The Roles of the Popularity of Service Guarantees and 
Firm Reputation 
Reputation (Jin et al., 2016) 
2016 Dec 57 Remembered Experiences and Revisit Intentions: A Longitudinal Study of Safari Park Visitors Attractions (Barnes et al., 2016) 
2016 Dec 57 
Mapping Client: Using Geotagged Social Media Data To Characterize Tourist Flows in 
Southern Italy 
Technology (Chua et al., 2016) 
2016 Dec 57 SNV's Modes of ordering: organizing Tourism As Development Practice Modeling 
(Hummel & van der Duim, 
2016) 
2016 Dec 57 
The Impact of Local Food Specialties on the Decision To (Re)Visit a Tourist Destination: 
Market-Expanding or Business-Stealing? 
Destination 
Decisions 
(Alderighi et al., 2016) 
2016 Dec 57 
How Do People Negotiate Through Their Constraints To Engage in Pro-Environmental 
Behavior? A Study of Front-Country Campers in Alberta, Canada 
Sustainability 
(Moghimehfar & Halpenny, 
2016) 
2016 Dec 57 Attitude Towards Immigrants and Security: Effects on Destination-Loyal Tourists Safety & Security (Simpson et al., 2016) 
2016 Dec 57 
Food-Related Personality Traits and the Moderating Role of Novelty-Seeking in Food 
Satisfaction and Travel Outcomes 
Food (Ji et al., 2016) 
2016 Dec 57 
The Role of Authenticity in Forming Slow Tourists' Intentions: Developing An Extended 
Model of Goal-Directed Behavior 
Destination 
Decisions 
(Meng & Choi, 2016) 
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2016 Oct 56 
In Pursuit of Service Excellence: Investigating the Role of Psychological Contracts and 
organizational Identification of Frontline Hotel Employees 
Tourist Workers (Lu et al., 2016) 
2016 Oct 56 
Gaming Can Be Sustainable Too! Using Social Representation Theory To Examine the 
Moderating Effects of Tourism Diversification on Residents' Tax Paying Behavior 
Technology (Suess & Mody, 2016) 
2016 Oct 56 
Market Accessibility and Hotel Prices in the Caribbean: The Moderating Effect of Quality-
Signaling Factors 
Accommodation (Yang et al., 2016) 
2016 Oct 56 
The Planning, Development and Management of Tourism: The Case of Dangjia, An Ancient 
Village in China 
Nature (Guo & Sun, 2016) 
2016 Oct 56 
The Role of Generativity and Attitudes on Employees Home and Workplace Water and Energy 
Saving Behaviors 
Sustainability (Wells et al., 2016) 
2016 Oct 56 Analysis of Tourism Information Sources Using a Mokken Scale Perspective Modeling (Coromina & Camprubí, 2016) 
2016 Oct 56 Tourists' Shopping Experiences At Street Markets: Cross-Country Research Retail (Correia & Kozak, 2016) 
2016 Oct 56 Lifestyle Entrepreneurs and Their Identity Construction: A Study of the Tourism Industry Tourist Workers (Bredvold & Skålén, 2016) 
2016 Oct 56 
Developing a Typology of Diaspora Tourists: Return Travel By Chinese Immigrants in North 
America 
Migrants (Li & McKercher, 2016) 
2016 Oct 56 Reassurance or Reason For Concern: Security Forces As a Crisis Management Strategy Safety & Security (Cruz-Milán et al., 2016) 
2016 Oct 56 
The Critical Success Factors For a Travel Application Service Provider Evaluation and 
Selection By Travel Intermediaries 
Technology (Lin, 2016) 
2016 Oct 56 
The Sacred and the Profane: Identifying Pilgrim Traveler Value orientations Using Means-End 
Theory 
Religion (Kim et al., 2016) 
2016 Oct 56 Customer Segmentation For Marinas: Evaluating Marinas As Destinations Attractions (Paker & Vural, 2016) 
2016 Oct 56 
Seasonal Concentration of Tourism Demand: Decomposition Analysis and Marketing 
Implications 
Economic Impact 
(Fernández-Morales et al., 
2016) 
2016 Oct 56 Turning Entrepreneurs Into Intrapreneurs: Thomas Cook, a Case-Study Entrepreneurship (Smith et al., 2016) 
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Year Mth Vol Paper Subject Author 
2016 Aug 55 
Interactions Between Climate Change and the Tourism Sector: Multiple-Criteria Decision 
Analysis To Assess Mitigation and Adaptation Options in Tourism Areas 
Nature (Michailidou et al., 2016) 
2016 Aug 55 
The Power of Expert Identity: How Website-Recognized Expert Reviews Influence Travelers' 
Online Rating Behavior 
Online (Zhang et al., 2016) 
2016 Aug 55 Tourism Between Divided Nations: An Examination of Stereotyping on Destination Image Destination Image (Chen et al., 2016) 
2016 Aug 55 Reality TV, Audience Travel Intentions, and Destination Image Destination Image (Fu et al., 2016) 
2016 Aug 55 
Experiential Places or Places of Experience? Place Identity and Place Attachment As 
Mechanisms For Creating Festival Environment 
Attractions (Davis, 2016) 
2016 Aug 55 Trust and Reputation in the Sharing Economy: The Role of Personal Photos in Airbnb Online (Ert et al., 2016) 
2016 Aug 55 Push or Pull? Identifying Rock Climbing Tourists' Motivations Sport (Caber & Albayrak, 2016) 
2016 Aug 55 Exploring Well-Being As a Tourism Product Resource Health (Pyke et al., 2016) 
2016 Aug 55 “Girlfriend Getaway” As a Contested Term: Discourse Analysis Gender (Berdychevsky et al., 2016) 
2016 Aug 55 Strategic and Tactical Price Decisions in Hotel Revenue Management Accommodation (Abrate & Viglia, 2016, #7) 
2016 Aug 55 Decision Making By Specialist Luxury Travel Agents 
Destination 
Decisions 
(Buckley & Mossaz, 2016) 
2016 Aug 55 
A Comparison of Service Quality Attributes For Stand-Alone and Resort-Based Luxury Hotels 
in Macau: 3-Dimensional Importance-Performance Analysis 
Accommodation (Lai & Hitchcock, 2016) 
2016 Aug 55 
Revisiting the Host City: An Empirical Examination of Sport Involvement, Place Attachment, 
Event Satisfaction and Spectator Intentions At the London Olympics 
Sports (Brown et al., 2016) 
2016 Aug 55 How Can Taiwan Create a Niche in Asia's Cruise Tourism Industry?  Cruises (Chen, 2016) 
2016 Aug 55 
Are Innovations Relevant For Consumers in the Hospitality Industry? A Hedonic Approach 
For Cuban Hotels 
Accommodation (de la Peña et al., 2016) 
2016 Aug 55 
Does Residents' Perceived Life Satisfaction Vary With Tourist Season? A Two-Step Survey in 
a Mediterranean Destination 
Destination 
Decisions 
(Bimonte & Faralla, 2016) 
2016 Aug 55 Litter Impacts on Scenery and Tourism on the Colombian North Caribbean Coast Sustainability (Williams et al., 2016) 
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Year Mth Vol Paper Subject Author 
2016 Aug 55 A Gravity Model of Foreign Direct Investment in the Hospitality Industry Modeling (Falk, 2016) 
2016 Aug 55 
Chinese Rural Tourism Development: Transition in the Case of Qiyunshan, Anhui. – 2008–
2015 
Sustainability (Li et al., 2016) 
2016 Aug 55 Determinants of Island Tourism Development: The Example of Dachangshan Island Sustainability (Yang et al., 2016) 
2016 Aug 55 Economics of Tourism & Growth For Small Island Countries Economic Impact (Stauvermann & Kumar, 2016) 
2016 Aug 55 Residents' Perceptions of Wine Tourism Development Food (Xu et al., 2016) 
2016 Aug 55 
The Hidden Risk in User-Generated Content: An Investigation of Ski Tourists' Revealed Risk-
Taking Behavior on An Online Outdoor Sports Platform 
Online (Plank, 2016) 
2016 Aug 55 Fuzzy Segmentation of Postmodern Tourists Tourist Type (D'Urso et al., 2016) 
2016 Aug 55 
Tourism Crisis Management: Can the Extended Parallel Process Model Be Used To 
Understand Crisis Responses in the Cruise Industry? 
Cruises (Liu et al., 2016) 
2016 Aug 55 
Decomposition of Tourism Greenhouse Gas Emissions: Revealing the Dynamics Between 
Tourism Economic Growth, Technological Efficiency, and Carbon Emissions 
Sustainability (Sun, 2016) 
2016 Jun 54 
IFDI Spillovers in the Chinese Hotel Industry: The Role of Geographic Regions, Star-Rating 
Classifications, Ownership Types, and Foreign Capital origins 
Accommodation (Mao & Yang, 2016) 
2016 Jun 54 Baby Boomers Turning Grey: European Profiles Demographics (Borges Tiago et al., 2016) 
2016 Jun 54 
Mapping Time Series Into Networks As a Tool To Assess the Complex Dynamics of Tourism 
Systems 
Technology (Baggio & Sainaghi, 2016) 
2016 Jun 54 
Modifying and Applying Time and Cost Blocks: The Case of E-Da Theme Park, Kaohsiung, 
Taiwan 
Attractions (Fotiadis, 2016) 
2016 Jun 54 The Inter-Relationship Between Rural and Mass Tourism: The Case of Catalonia, Spain Destinations (Hernández et al., 2016) 
2016 Jun 54 Toward An Integrated Model of Tourist Expectation Formation and Gender Difference Gender (Wang et al., 2016) 
2016 Jun 54 
Using a Delphi Approach To Identify Managers' Preferences For Visitor Interpretation At 
Canterbury Cathedral World Heritage Site 
Heritage Site (Ballantyne et al., 2016) 
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Year Mth Vol Paper Subject Author 
2016 Jun 54 
Strategic Foresight For (Coastal) Urban Tourism Market Complexity: The Case of 
Bournemouth 
Sustainability (Carlisle et al., 2016) 
2016 Jun 54 Socio-Demographic Effects on Anzali Wetland Tourism Development Sustainability (Khoshkam et al., 2016) 
2016 Jun 54 
Building Interpersonal Trust in a Travel-Related Virtual Community: A Case Study on a 
Guangzhou Couch Surfing Community 
Online (Luo & Zhang, 2016) 
2016 Jun 54 
Stakeholder Perception of Regulating Commercial Tourism in Victorian National Parks, 
Australia 
Economic Impact (Randle & Hoye, 2016) 
2016 Jun 54 
Linking Loss Aversion and Present Bias With Overspending Behavior of Tourists: Insights 
From a Lab-In-The-Field Experiment 
Behavior (Nguyen, 2016) 
2016 Jun 54 Are Sustainable Tourists a Higher Spending Market? Sustainability (Nickerson et al., 2016) 




2016 Jun 54 Travel Selfies on Social Media As Objectified Self-Presentation Social Media (Lyu, 2016) 
2016 Jun 54 Towards a Taxonomy of Tourism Products Product (McKercher, 2016) 
2016 Jun 54 
Assessing Tourists' Cognitive, Emotional and Behavioral Reactions To An Unethical 
Destination Incident 
Ethics (Breitsohl & Garrod, 2016) 
2016 Jun 54 
The Social Construction of Tourism Online Destination Image: A Comparative Semiotic 
Analysis of the Visual Representation of Seoul 
Online (Hunter, 2016) 
2016 Jun 54 Reconfiguring Chinese Cultural Values and Their Tourism Implications Culture (Hsu & Huang, 2016) 
2016 Jun 54 Visual Attention Toward Tourism Photographs With Text: An Eye-Tracking Study Image (Li et al., 2016) 
2016 Jun 54 Residents' Perceptions of Tourism Development in Benalmádena (Spain) Domestic View (Almeida-García et al., 2016) 
2016 Jun 54 
Tourism Development, Energy Consumption and Environmental Kuznets Curve: Trivariate 
Analysis in the Panel of Developed and Developing Countries 
Economic Impact (Zaman et al., 2016) 
2016 Jun 54 The Emergence of Home-Based Accommodations in Iran: A Study of Self-organization Accommodation (Hassanli et al., 2016) 
 
224 
Year Mth Vol Paper Subject Author 
2016 Jun 54 
Tourism Strategy Development and Facilitation of Integrative Processes Among Brand Equity, 
Marketing and Motivation 
Brand (Liu & Chou, 2016) 
2016 Jun 54 
How Smart Is Your Tourist Attraction?: Measuring Tourist Preferences of Smart Tourism 
Attractions Via a FCEM-AHP and IPA Approach 
Attractions (Wang et al., 2016) 
2016 Jun 54 
Facebook As a Destination Marketing Tool: Evidence From Italian Regional Destination 
Management organizations 
Social Media (Mariani et al., 2016) 
2016 Jun 54 
The London 2012 Cultural Programme: A Consideration of Olympic Impacts and Legacies For 
Small Creative organizations in East London 
Sports (Pappalepore & Duignan, 2016) 
2016 Jun 54 
Unemployment Effects of Economic Crises on Hotel and Residential Tourism Destinations: 
The Case of Spain 
Economic Impact (Perles-Ribes et al., 2016) 
2016 Jun 54 
Moderating Effect of Work–Family Conflict on the Relationship Between Leader–Member 
Exchange and Relative Deprivation: Links To Behavioral Outcomes 
Behavior (Dai et al., 2016) 
2016 Jun 54 Dynamic Relationships Between Tourist Arrivals, Immigrants, and Crimes in the United States Security & Safety (Mehmood et al., 2016) 
2016 Jun 54 Ancient Poetry in Contemporary Chinese Tourism Culture (Yu & Xu, 2016) 
2016 Jun 54 Social Value Creation Through Tourism Enterprise Value (Altinay et al., 2016) 
2016 Jun 54 
The Impact of Spring Break Behavior: An Integrated Threat Theory Analysis of Residents' 
Prejudice 
Safety & Security (Monterrubio, 2016) 
2016 Jun 54 Survival Analysis of the Spanish Hotel Industry Accommodation (Gémar et al., 2016) 
2016 Jun 54 Social Media Micro-Film Marketing By Chinese Destinations: The Case of Shaoxing Social Media (Shao et al., 2016) 
2016 Jun 54 Too Dark To Revisit? The Role of Past Experiences and Intrapersonal Constraints Experience (Zhang et al., 2016) 
2016 Jun 54 Enhancing Satisfaction and Sustainable Management: Whale Watching in the Azores Sustainability (Bentz et al., 2016) 
2016 Jun 54 Innovative Restaurants in a Mass-Tourism City: Evidence From Antalya Food 
(Erkuş-Öztürk & Terhorst, 
2016) 
2016 Jun 54 Shopping Destinations and Trust – Tourist Attitudes: Scale Development and Validation Retail (Choi et al., 2016) 
2016 Jun 54 Targeting Leisure and Business Passengers With Unsegmented Pricing Airline (Alderighi et al., 2016) 
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Year Mth Vol Paper Subject Author 
2016 Jun 54 
Community-Building and Amenity Migration in Community-Based Tourism Development. An 




2016 Jun 54 Co-Competition and Sustainable Competitive Advantage. The Case of Tourist Destinations Sustainability (Della Corte & Aria, 2016) 
2016 Jun 54 Travel Web-Site Design: Information Task-Fit, Service Quality and Purchase Intention Online (Dedeke, 2016) 
2017 Apr 53 
Do Perceptions of Time Affect Outbound-Travel Motivations and Intention? An Investigation 
Among Chinese Seniors 
Special Needs (Lu et al., 2016) 
2017 Apr 53 
Dimensions of Lodging Guest Satisfaction Among Guests With Mobility Challenges: A 
Mixed-Method Analysis of Web-Based Texts 
Accommodation (Zhang & Cole, 2016) 
2017 Apr 53 
Destination Images, Holistic Images and Personal Normative Beliefs: Predictors of Intention 
To Revisit a Destination 
Destination Image (Stylos et al., 2016) 
2017 Apr 53 Importance of Early Snowfall For Swedish Ski Resorts: Evidence Based on Monthly Data Sport (Falk & Hagsten, 2016) 
2017 Apr 53 
Responding To Negative Online Reviews: The Effects of Hotel Responses on Customer 
Inferences of Trust and Concern 
Online (Sparks et al., 2016) 
2017 Apr 53 Travel Frequency of Seniors Tourists Special Needs (Losada et al., 2016) 
2017 Apr 53 
The Effect of Social Capital and Altruism on Seniors' Revisit Intention To Social Network 
Sites For Tourism-Related Purposes 
Online (Kim et al., 2016) 
2017 Apr 53 
Investigating the Motivation–Experience Relationship in a Dark Tourism Space: A Case Study 
of the Beichuan Earthquake Relics, China 
Nature (Yan et al., 2016) 
2017 Apr 53 In Search of Patterns Among Travellers' Hotel Ratings in Trip Advisor Online (Banerjee & Chua, 2016) 
2017 Apr 53 Non-Constant Reputation Effect in a Dynamic Tourism Demand Model For Spain Reputation (Albaladejo et al., 2016) 
2017 Apr 53 
Holiday Recovery Experiences, Tourism Satisfaction and Life Satisfaction – Is There a 
Relationship? 
Experience (Chen et al., 2016) 
2017 Apr 53 
The Becoming of User-Generated Reviews: Looking At the Past To Understand the Future of 
Managing Reputation in the Travel Sector 
Online (Baka, 2016) 
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2017 Apr 53 
Factors Affecting Hotels' Adoption of Mobile Reservation Systems: a Technology-
organization-Environment Framework 
Technology (Wang et al., 2016) 
2017 Apr 53 
Corporate Social Responsibility in Cruising: Using Materiality Analysis To Create Shared 
Value 
Cruises (Font et al., 2016) 
2017 Apr 53 
Data Mining Framework Based on Rough Set Theory To Improve Location Selection 
Decisions: A Case Study of a Restaurant Chain 
Food (Chen & Tsai, 2016) 
2017 Apr 53 
A Comparison of the Moderating Effect of Tourism Reliance on the Economic Development 
For Islands and Other Countries 
Economic Impact (Bojanic & Lo, 2016) 
2017 Apr 53 Innovation, Entrepreneurship, and Restaurant Performance: A Higher-order Structural Model Modeling (Lee et al., 2016) 
2017 Apr 53 Tourism Culture: Nexus, Characteristics, Context and Sustainability Sustainability (Canavan, 2016) 
2016 Feb 52 
The Impact of Economic, Social and Environmental Factors on Trip Satisfaction and the 
Likelihood of Visitors Returning 
Satisfaction (Jarvis et al., 2016) 
2016 Feb 52 Wine Tourism: Motivating Visitors Through Core and Supplementary Services Food (Byrd et al., 2016) 
2016 Feb 52 
An Investigation of Multiple Devices and Information Sources Used in the Hotel Booking 
Process 
Technology (Murphy et al., 2016) 
2016 Feb 52 
Seasonality of Hotel Demand in the Main Spanish Provinces: Measurements and 
Decomposition Exercises 
Accommodation (Duro, 2016) 
2016 Feb 52 Beggars–Tourists' Interactions: An Unobtrusive Typological Approach Behavior (Andriotis, 2016) 
2016 Feb 52 
Is Better? The Relationship Between Meeting Space Capacity and Hotel Operating 
Performance 
Accommodation (Madanoglu & Ozdemir, 2016) 
2016 Feb 52 
The Effects of Perceived Service Quality on Repurchase Intentions and Subjective Well-Being 
of Chinese Tourists: The Mediating Role of Relationship Quality 
Decision Making (Su et al., 2016) 
2016 Feb 52 Wage Differences in the Hospitality Sector Tourism Workers (Casado-Díaz & Simón, 2016) 
2016 Feb 52 Authenticity and Place Attachment of Major Visitor Attractions Attractions (Ram et al., 2016) 
2016 Feb 52 Destination Performance: Introducing the Utility Function in the Mean-Variance Space Economic Impact (Zhang et al., 2016) 
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Year Mth Vol Paper Subject Author 
2016 Feb 52 Cruise Passengers' Behavior At the Destination: Investigation Using GPS Technology Cruises (De Cantis et al., 2016) 
2016 Feb 52 
The Relationship Between Sense of Community and Satisfaction on Future Intentions To 
Attend An Association's Annual Meeting 
Satisfaction (Hahm et al., 2016) 
2016 Feb 52 Influence of Popular Culture on Special Interest Tourists' Destination Image Destination Image (Lee & Bai, 2016) 
2016 Feb 52 Determinants of Demand For Recreational Walking Trails in Ireland Tours (Kelley et al., 2016) 
2016 Feb 52 
Managers' Autonomy, Strategic Control, organizational Politics and Strategic Planning 
Effectiveness: An Empirical Investigation Into Missing Links in the Hotel Sector 
Accommodation (Elbanna, 2016) 
2016 Feb 52 The Impacts of Immigrants and Institutions on Bilateral Tourism Flows Immigrants (Balli et al., 2016) 
2016 Feb 52 European Tourism Policy: Its Evolution and Structure Policy (Estol & Font, 2016) 
2016 Feb 52 Do Regional Factors Matter? Determinants of Hotel Industry Performance in China Accommodation (Yang & Cai, 2016) 
2016 Feb 52 
Exploring the Tourist Destination As a Mosaic: The Alternative Lifecycles of the Seaside 
Amusement Arcade Sector in Britain 
Attractions (Chapman & Light, 2016) 
2016 Feb 52 Predicting Information Seeking Regarding Hurricane Evacuation in the Destination Nature (Cahyanto et al., 2016) 
2016 Feb 52 The Co-Creation/Place Attachment Nexus Loyalty (Suntikul & Jachna, 2016) 
2016 Feb 52 Consumer Perception of Knowledge-Sharing in Travel-Related Online Social Networks Online (Bilgihan et al., 2016) 
2016 Feb 52 
From Branded Exports To Traveler Imports: Building Destination Image on the Factory Floor 
in South Korea 
Brand (Ryu et al., 2016) 
2016 Feb 52 Chinese Consumers' Brand Personality Perceptions of Tourism Real Estate Firms Brand (Liu et al., 2016) 
2016 Feb 52 
Using Competing Models To Evaluate the Role of Environmental Pressures in Ecommerce 
Adoption By Small and Medium Sized Travel Agents in a Developing Country 
Sustainability (Abou-Shouk et al., 2016) 
2016 Feb 52 
The Trickle-Down Effect of Servant Leadership on Frontline Employee Service Behaviors and 
Performance: A Multilevel Study of Chinese Hotels 
Accommodation (Ling et al., 2016) 
2016 Feb 52 Trust-Building Processes in Tourist Competition: The Case of a Polish Region Domestic (Czernek & Czakon, 2016) 
2016 Feb 52 Causality Between Business Travel and Trade Volumes: Empirical Evidence From Hong Kong Economic Impact (Tsui & Fung, 2016) 
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Year Mth Vol Paper Subject Author 
2016 Feb 52 Impact of Location on Profitability in the Spanish Hotel Sector Accommodation (Lado-Sestayo et al., 2016) 
2016 Feb 52 
Residents, Their Use of a Tourist Facility and Contribution To Tourist Ambience: Narratives 
From a Film Tourism Site in Beijing 
Domestic (Zhang et al., 2016) 
2016 Feb 52 Informal Microfinance Institutions and Development-Led Tourism Entrepreneurship Entrepreneurship (Ngoasong & Kimbu, 2016) 
2016 Feb 52 Pay Gap By Gender in the Tourism Industry of Brazil Gender 
(Ferreira Freire Guimarães & 
Silva, 2016) 
2016 Feb 52 Exploring Event Bundling: The Strategy and Its Impacts Events (Xu et al., 2016) 
2016 Feb 52 Tourist Loyalty to a Local Cultural Event: The Case of Turkmen Handicrafts Festival Culture (Akhoondnejad, 2016) 
2016 Feb 52 Determinants of Tunisian Hotel Profitability: The Role of Managerial Efficiency Accommodation (Ben Aissa & Goaied, 2016) 
2016 Feb 52 Hotel Attributes: Asymmetries in Guest Payments and Gains – A Stated Preference Approach Accommodation (Román & Martín, 2016) 
2016 Feb 52 
Analysis of the Perceived Value of Online Tourism Reviews: Influence of Readability and 
Reviewer Characteristics 
Online (Fang et al., 2016) 
2016 Feb 52 
Brand Personality and Culture: The Role of Cultural Differences on The Impact of Brand 
Personality Perceptions on Tourists' Visit Intentions 
Brand (Matzler et al., 2016) 
2016 Feb 52 The Medical Tourism Index: Scale Development and Validation Health (Fetscherin & Stephano, 2016) 
2016 Feb 52 Police Culture, Tourists and Destinations: A Study of Uttarakhand, India Safety & Security (Tyagi et al., 2016) 
2016 Feb 52 Tourism Research Quality: Reviewing and Assessing Interdisciplinary Modeling (Oviedo-García, 2016) 
2015 Dec 51 Strategy Tools: Contextual Factors Impacting Use and Usefulness Contextual Factors (Roper & Hodari, 2015) 
2015 Dec 51 
Ensuring Positive Feedback: Factors That Influence Customer Satisfaction in the 
Contemporary Hospitality Industry 
Customer 
Satisfaction 
(Radojevic et al., 2015) 
2015 Dec 51 Understanding Visitors To Slavery Heritage Sites in Ghana Heritage Sites 
(Yankholmes & McKercher, 
2015) 
2015 Dec 51 Staff Turnover in Hotels: Exploring the Quadratic and Linear Relationships Staff (Mohsin et al., 2015) 
2015 Dec 51 Marine Life Preferences and Perceptions Among Recreational Divers in Brazilian Coral Reefs Nature (Giglio et al., 2015) 
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Year Mth Vol Paper Subject Author 
2015 Dec 51 Ensuring Corporate Travel Compliance – Control vs. Commitment Strategies Strategy (Holma et al., 2015) 
2015 Dec 51 Sex and Risk in Young Women's Tourist Experiences: Context, Likelihood, and Consequences Safety & Security 
(Berdychevsky & Gibson, 
2015) 
2015 Dec 51 
Game Theoretic Pricing Models in Hotel Revenue Management: An Equilibrium Choice-Based 
Conjoint Analysis Approach 
Modeling (Arenoe et al., 2015) 
2015 Dec 51 
The Ottoman Empire's First Attempt to Establish Hotels in İstanbul: The Ottoman Imperial 
Hotels Company 
History (Arslan & Polat, 2015) 
2015 Dec 51 
The Use of Public Participation GIS (PPGIS) for Park Visitor Management: A Case Study of 
Mountain Biking 
Sport (Wolf et al., 2015) 
2015 Dec 51 
Decomposing the Heterogeneous Discretionary Spending of International Visitors to Fjord 
Norway 
Spending (Engström & Kipperberg, 2015) 
2015 Dec 51 
Business Model Innovation and Business Concept Innovation as the Context of Incremental 
Innovation and Radical Innovation 
Innovation (Souto, 2015) 
2015 Dec 51 
A Quantitative Framework For Assessing Public Investment in Tourism – An Application To 
Haiti 
Economic Impact (Banerjee et al., 2015) 
2015 Dec 51 
Why Do Travelers Trust Trip Advisor? Antecedents of Trust Towards Consumer-Generated 
Media and Its Influence on Recommendation Adoption and Word of Mouth 
Online (Filieri et al., 2015) 
2015 Dec 51 
An Exploratory Study Into Managing Value Creation in Tourism Service Firms: Understanding 
Value Creation Phases at the Intersection of the Tourism Service Firm and Their Customers 
Service (O'Cass & Sok, 2015) 
2015 Dec 51 Perceptions of Attractiveness for Salt Heritage Tourism: A Tourist Perspective Heritage Sites (Wu et al., 2015) 
2015 Dec 51 
A Model of Tourism Destination Brand Equity: The Case of Wine Tourism Destinations in 
Spain 
Destination (Gómez et al., 2015) 
2015 Dec 51 Gender Differences in the Hospitality Industry: A Job Quality Index Gender (Santero-Sanchez et al., 2015) 
2015 Dec 51 How Heritage Site Tourists May Become Monument Visitors Heritage Sites (Petr, 2015) 
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Appendix 4: Journal of Travel Research Articles 2015 to 2017 
Year Mth Vol Iss Paper Subject Author 
2017 Jan 56 1 Agent-Based Modeling Modeling (Nicholls et al., 2016) 
2017 Jan 56 1 Exploring the Tourist Experience Experience (Park & Santos, 2016) 
2017 Jan 56 1 Sharing Tourism Experiences Experience (Kim & Fesenmaier, 2015) 
2017 Jan 56 1 
Understanding the Relationships between Tourists’ Emotional Experiences, 
Perceived Overall Image, Satisfaction, and Intention to Recommend 
Experience (Prayag et al., 2015) 
2017 Jan 56 1 
Destination Competitiveness—A Comparison of Subjective and Objective 
Indicators for Winter Sports Areas 
Destination (Zehrer et al., 2016) 
2017 Jan 56 1 Visitors to Heritage Sites Heritage Sites (Trinh & Ryan, 2016) 
2017 Jan 56 1 Social Capital and Collective Action in Rural Tourism Nature (Hwang & Stewart, 2016) 
2017 Jan 56 1 
The Impact of Climate Variables on Seasonal Variation in Hong Kong Inbound 
Tourism Demand 
Nature 
(Zhang & Kulendran, 
2016) 
2017 Jan 56 1 The Geographical Dispersal of Visitors Demographics (Koo et al., 2016) 
2017 Jan 56 1 Market Orientation Destination Marketing Destination (Line & Wang, 2015) 
2017 Feb 56 2 Measuring Destination Marketing Marketing (Choe et al., 2016) 
2017 Feb 56 2 A Dynamic Panel Data Analysis of Climate and Tourism Demand Nature (Li et al., 2016) 
2017 Feb 56 2 Bayesian Approach for the Measurement of Tourism Performance Modeling (Assaf et al., 2016) 
2017 Feb 56 2 The Link between Money Supply and Tourism Demand Cycles Spending 
(Ridderstaat & Croes, 
2015) 
2017 Feb 56 2 The Effects of Associative Slogans on Tourists’ Attitudes and Travel Intention Decision Making (Zhang et al., 2016) 
2017 Feb 56 2 
Does Political and Economic Freedom Matter for Inbound Tourism? A Cross-
National Panel Data Estimation 
Decision Making (Saha et al., 2016) 
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Year Mth Vol Iss Paper Subject Author 
2017 Feb 56 2 Understanding the Impact of Online Reviews on Hotel Performance Online (Phillips et al., 2016) 
2017 Feb 56 2 
Service Quality Perceptions, Online Visibility, and Business Performance in 
Rural Lodging Establishment 
Accommodation (Melo et al., 2016) 
2017 Feb 56 2 Low Gasoline Prices Economic Impact (Bonn et al., 2016) 
2017 Mar 56 3 Beyond Reviewing Decision Making (Mkono & Tribe, 2016) 
2017 Mar 56 3 Emergency Management and Tourism Stakeholder Responses to Crises Safety & Security (Morakabati et al., 2016) 
2017 Mar 56 3 Designing a Tourism Spillover Index Based on Multidestination Travel Decision Making (Yang et al., 2016) 
2017 Mar 56 3 
How Pro-Poor and Income Equitable Are Tourism Taxation Policies in a 
Developing Country? Evidence from a Computable General Equilibrium Model 
Economic Impact (Mahadevan et al., 2016) 
2017 Mar 56 3 
Why Do Consumers Trust Online Travel Websites? Drivers  and 
 Outcomes of Consumer Trust toward Online Travel Websites 
Online (Agag & El-Masry, 2016) 
2017 Mar 56 3 An Exploratory Study about Obese People’s Flight Experience Airline (Poria & Beal, 2016) 
2017 Mar 56 3 Racial Discrimination and African Americans’ Travel Behavior Demographics (Lee & Scott, 2016) 
2017 Mar 56 3 Impact of Trust on Local Residents’ Mega-Event Perceptions and Their Support Residents (Gursoy et al., 2016) 
2017 Mar 56 3 Who Travels Visa-Free? Insights into Tourist Hassle-Free Travel Decision Making 
(Bangwayo-Skeete & 
Skeete, 2016) 
2017 Apr 56 4 Tourism Specialization, Absorptive Capacity, and Economic Growth Economic Impact (De Vita & Kyaw, 2016) 
2017 Apr 56 4 Enhancing Service Loyalty Service (Ahrholdt et al., 2016) 
2017 Apr 56 4 Does International Tourism Affect Transnational Terrorism? Safety & Security 
(Goldman & Neubauer-
Shani, 2016) 
2017 Apr 56 4 
Assessing the Efficacy of Communication Interventions for Shifting Public 
Perceptions of Park Benefits 
Communication (Weiler et al., 2016) 
2017 Apr 56 4 
Paired Comparisons or Sorting? Comparing Web-Based Methods for Collecting 
Similarity Data for Large Stimulus Sets for Destination Image Positioning 
Destination Image (Pezenka, 2016) 
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Year Mth Vol Iss Paper Subject Author 
2017 Apr 56 4 Chinese Participation in Adventure Tourism China (Gardiner & Kwek, 2016) 
2017 Apr 56 4 The Role of Shared Values in Understanding Loyalty over Time Loyalty (Chaney & Martin, 2016) 
2017 Apr 56 4 
The Puzzle of Tourism Demand at Destinations Hosting UNESCO World 
Heritage Sites 
Heritage Sites (Ribaudo & Figini, 2016) 
2017 Apr 56 4 Delivering the Past Experience (Alexander et al., 2016) 
2017 May 56 5 




(Wang et al., 2016) 
2017 May 56 5 
A Comparison of Economic Impact Measurement Technique for a Tourism 
Special Event 
Economic Impact (Warnick et al., 2016) 
2017 May 56 5 In a Galaxy Far, Far Away . . . Market Yourself Differently 
Destination 
Defined 
(Dolnicar & Grün, 2016) 
2017 May 56 5 
Happy Hosts? International Tourist Arrivals and Residents’ Subjective Well-




2017 May 56 5 
How Long Does an Economic Impact Last? Tracking the Impact of a New Giant 
Panda Attraction at an Australian Zoo 
Economic Impact (Driml et al., 2016) 
2017 May 56 5 
The Threshold Effects of the Tourism-Led Growth Hypothesis: Evidence from a 
Cross-sectional Model 
Economic Impact (Chiu & Yeh, 2016) 
2017 May 56 5 Tourism and Existential Transformation: An Empirical Investigation 
Tourist 
Experience 
(Kirillova et al., 2016) 
2017 May 56 5 




(Knobloch et al., 2016) 
2017 May 56 5 
Economic Recession, Job Vulnerability, and Tourism Decision Making: A 
Qualitative Comparative Analysis 
Travel & 
Decision Making 
(Papatheodorou & Pappas, 
2016) 
2017 May 56 5 2022 Qatar World Cup: Impact Perceptions among Qatar Residents 
Events & 
Tourism 
(Al-Emadi et al., 2016) 
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Year Mth Vol Iss Paper Subject Author 
2017 July 56 6 




(Li et al., 2016) 
2017 July 56 6 
The Effects of Tourism on Economic Growth and CO2Emissions: A Comparison 
between Developed and Developing Economies 
Tourism and the 
Environment 
Paramati et al., 2016 
2017 July 56 6 Politics and Tourism Destination Development: The Evolution of Power 
Politics & 
Tourism 
(Bowen et al., 2016) 
2017 July 56 6 
Travelers’ Health Risk Perceptions and Protective Behavior: A Psychological 
Approach 
Travel & Health (Chien et al., 2016) 
2017 July 56 6 
Factors Influencing Residents’ Perceptions toward Tourism Development: 
Differences across Rural and Urban World Heritage Sites 
Heritage Sites 
(Rasoolimanesh et al., 
2016) 
2017 July 56 6 





2017 July 56 6 The Meanings of Destination: A Q Method Approach Destination Value (Huang et al., 2016) 
2017 July 56 6 How to Design and Deliver Stories about Tourism Destinations Destination Image (Kim & Youn, 2016) 
2017 July 56 6 
Revisiting Main Street: Balancing Chain and Local Retail in a Historic City’s 
Downtown 
Retail (Litvin & Rosene, 2016) 
2017 Sep 56 7 
Tourist Demand Reactions: Symmetric or Asymmetric across the Business 
Cycle? 
Economic Impact 
(Bronner & de Hoog, 
2016) 
2017 Sep 56 7 Multidimensional Facets of Perceived Risk in Mobile Travel Booking 
Travel Decision 
Making 
(Park & Tussyadiah, 2016) 
2017 Sep 56 7 
When and Where to Travel? A Longitudinal Multilevel Investigation on 
Destination Choice and Demand 
Travel Decision 
Making 
(Wong et al., 2016) 
2017 Sep 56 7 The Distributional Effect of Events on Rural and Urban Households in China Economic Impact (Cao et al., 2016) 
2017 Sep 56 7 Configurational Models to Predict Residents’ Support for Tourism Tourism & Locals (Olya & Gavilyan, 2016) 
2017 Sep 56 7 







Year Mth Vol Iss Paper Subject Author 
2017 Sep 56 7 Emotional Solidarity with Destination Security Forces Safety & Security 
(Simpson & Simpson, 
2016) 
2017 Sep 56 7 Categorizing Cruise Lines by Passenger Perceived Experience Cruises (Li & Kwortnik, 2016) 
2017 Sep 56 7 Forecasting Destination Weekly Hotel Occupancy with Big Data 
Forecasting 
Technique 
(Pan & Yang, 2016) 
2016 Jan 55 1 




(McCabe et al., 2015) 
2016 Jan 55 1 
Online Networking in the Tourism Industry Webometrics and Hyperlink Network 
Analysis 
Networking (Ying et al., 2014) 
2016 Jan 55 1 




(Sabiote-Ortiz et al., 2014) 
2016 Jan 55 1 Smartphone Use in Everyday Life and Travel Technology (Wang et al., 2014) 
2016 Jan 55 1 
The Role of Customer Engagement in Building Consumer Loyalty to Tourism 
Brands 
Brand Loyalty (So et al., 2014) 
2016 Jan 55 1 The Tourism Development–Quality of Life Nexus in a Small Island Destination Economic Impact (Ridderstaat et al., 2014) 
2016 Jan 55 1 Tourism Satellite Account Support Using Online Analytical Processing Technology 
(Giannopoulos & 
Boutsinas, 2014) 
2016 Jan 55 1 
The Exploratory Social-Mediatized Gaze: Reactions of Virtual Tourists to an 
Inflammatory YouTube Incident 
Social Media 
(Shakeela & Weaver, 
2014) 
2016 Jan 55 1 Self-Expressiveness in Sport Tourism: Determinants and Consequences Sports Tourism (Bosnjak et al., 2014) 
2016 Feb 55 2 Productivity Measurement in Tourism Economic Impact (Joppe & Li, 2014) 
2016 Feb 55 2 
Tourism Experiences as a Stress Reliever: Examining the Effects of Tourism 
Recovery Experiences on Life Satisfaction 
Tourist 
Experience 
(Chen et al., 2014) 
2016 Feb 55 2 Tourists’ Life Satisfaction at Home and Away: A Tale of Two Cities Migrant Travel (Simpson et al., 2014) 
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Year Mth Vol Iss Paper Subject Author 
2016 Feb 55 2 The Influence of Materialism on Ecotourism Attitudes and Behaviors Ecotourism (Lu et al., 2014) 
2016 Feb 55 2 Crisis Resistance of Tourist Demand: The Importance of Quality of Life 
Tourism Decision 
Making 
(Bronner & de Hoog, 
2014) 
2016 Feb 55 2 Motivations and Goals of Slow Tourism Slow Tourism (Oh et al., 2014) 
2016 Feb 55 2 




(Pearce & Wu, 2014) 
2016 Feb 55 2 
Modeling the Impact of Australia’s Mining Boom on Tourism - A Classic Case of 
Dutch Disease 
Economic Impact (Dwyer et al., 2014) 
2016 Feb 55 2 
The Transition from Seasonal Worker to Permanent Resident - Social Barriers 
Faced within a Mountain Resort Community 
Migrant Travel (Ooi et al., 2014) 
2016 Feb 55 2 
Expectation Formation in Case of Newer Hotels: : he Role of Advertising, Price, 
and Culture 
Advertisement (Nath et al., 2014) 
2016 Mar 55 3 
The Economic Valuation of Climate Change Policies in Tourism - Impact of Joint 
Valuation, Emotions, and Information 
Economic Impact (León & Araña, 2014) 
2016 Mar 55 3 Online Reviews - The Role of Information Load and Peripheral Factors Social Media (Zhang et al., 2014) 
2016 Mar 55 3 Mere Position Effect in Booking Hotels Online Online Influence (Ert & Fleischer, 2014) 
2016 Mar 55 3 




(Kim & Jang, 2014) 
2016 Mar 55 3 
Application of Construal-Level Theory to Promotional Strategies in the Hotel 
Industry 
Promotion (Kim et al., 2014) 
2016 Mar 55 3 Self-Assessing the Benefits of Educational Tours Educational Tours (Cohen, 2014) 
2016 Mar 55 3 
Online Marketing Strategy and Market Segmentation in the Spanish Rural 
Accommodation Sector 
Online Influence (Polo Peña et al., 2014) 
2016 Mar 55 3 Improving Deaf blind Travelers’ Experiences: An International Survey Special Needs (Hersh, 2014) 
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Year Mth Vol Iss Paper Subject Author 
2016 Mar 55 3 
Between Tourists’ Faith and Perceptions of Travel Risk - An Exploratory Study 
of the Israeli Haredi Community 
Safety & Security (Mansfeld et al., 2014) 




2016 Apr 55 4 
Why Can Package Tours Hurt Tourists? Evidence from China’s Tourism Demand 
in Hong Kong 
Tour Types (Chen et al., 2015) 
2016 Apr 55 4 Chinese Outbound Tourism Research - A Review Chinese Tourism Jin & Wang, 2015 
2016 Apr 55 4 Tourism and Economic Growth Economic Impact (Du et al., 2014) 
2016 Apr 55 4 
Stakeholders’ Perspectives of Sustainable Tourism Development: A New 
Approach to Measuring Outcomes 
Sustainable 
Tourism 
(Poudel et al., 2014) 
2016 Apr 55 4 Word-of-Mouth Segments: Online, Offline, Visual or Verbal? Word of Mouth (Ring et al., 2014) 
2016 Apr 55 4 Tourists’ Attitudes toward Proactive Smartphone Systems Technology 
(Tussyadiah & Wang, 
2014) 
2016 Apr 55 4 
The Roles of Perceived Travel Benefits, Importance, and Constraints in 
Predicting Travel Behavior 
Health & 
Wellness 
(Chen & Petrick, 2014) 
2016 Apr 55 4 
Online information Sources Used in Hotel bookings – Examining Relevance and 
Recall 
Online (Murphy & Chen, 2014) 
2016 Apr 55 4 
Tourism Blogging Motivations - Why Do Chinese Tourists Create Little “Lonely 
Planets”? 
Social Media (Wu & Pearce, 2014) 




2016 May 55 5 Tracing Tourists by Their Digital Footprints: The Case of Austria Social Media (Önder et al., 2014) 
2016 May 55 5 
Inferring Future Vacation Experience Preference from Past Vacation Choice - A 
Latent Class Analysis 
Destination 
Decision 
(Crouch et al., 2014) 
2016 May 55 5 
An Eye-Tracking Study of Tourism Photo Stimuli 
Image Characteristics and Ethnicity 
Tourism Imagery (Wang & Sparks, 2014) 
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Year Mth Vol Iss Paper Subject Author 
2016 May 55 5 
The Impact of Visa Liberalization on Tourist Behaviors—The Case of China 
Outbound Market Visiting Hong Kong 
Economic Impact (Liu & McKercher, 2014) 
2016 May 55 5 Frontier Analysis: A State-of-the-Art Review and Meta-Analysis 
Performance 
Modeling 
(Assaf & Josiassen, 2015) 
2016 May 55 5 East Meets West: Tourist Interest in Hybrid Culture at Postcolonial Destinations 
Destination 
Tourist Influence 
(Wong et al., 2014) 
2016 May 55 5 The Influence of Agritourism on Niche Meats Loyalty and Purchasing Agritourism (Kline et al., 2015) 
2016 May 55 5 
An Exploratory Study of Residents’ Perception of Place Image - The Case of 
Kavala 
Destination Image (Stylidis et al., 2014) 
2016 May 55 5 Visitor Management at a Buddhist Sacred Site 
Religious 
Tourism 
(Wong et al., 2014) 
2016 Jul 55 6 
Using Partial Least Squares Structural Equation Modeling in Tourism Research: 
A Review of Past Research and Recommendations for Future Application 
Modeling (do Valle & Assaker, 2015) 
2016 Jul 55 6 A Mediation Model of Air Travelers’ Voluntary Climate Action Air Travel (Choi et al., 2015) 
2016 Jul 55 6 
Beyond the Mass Tourism Stereotype: Power and Empowerment in Chinese Tour 
Packages 
Tour Types (Wang et al., 2015) 
2016 Jul 55 6 




(Correia et al., 2014) 
2016 Jul 55 6 Building Tourism Networks through Tourist Mobility 
Travel 
Characteristics 
(Asero et al., 2015) 
2016 Jul 55 6 Designing Tourist Information Offices: The Role of the Human Factor Tourist Resources (Araña et al., 2015) 
2016 Jul 55 6 Unobserved Heterogeneity in Hospitality and Tourism Research Modeling (Assaf et al., 2015) 
2016 Jul 55 6 
The Imagery–Image Duality Model: An Integrative Review and Advocating for 
Improved Delimitation of Concepts 
Destination Image (Josiassen et al., 2015) 
2016 Jul 55 6 
Tourism Demand Spillovers between Australia and New Zealand - Evidence from 
the Partner Countries 
Economic Impact (Balli & Tsui, 2015) 
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Year Mth Vol Iss Paper Subject Author 
2016 Jul 55 6 Cross-Strait Tourism and Generational Cohorts Destination Image (Chung et al., 2015) 
2016 Sep 55 7 Tourism in Conflict Areas: Complex Entanglements in Jordan Security & Safety (Buda, 2015) 
2016 Sep 55 7 Residents’ Support for Tourism: Testing Alternative Structural Models Tourism & Locals (Nunkoo & So, 2015) 
2016 Sep 55 7 
Information and Communication Technologies, Innovation, and Firm 
Productivity in Small and Medium-Sized Travel Agencies: New Evidence from 
Spain 
Tourism Labor (Díaz-Chao et al., 2015) 
2016 Sep 55 7 
The Potential Influence of Researchers’ “Hidden” Procedure Decisions on 
Estimates of Visitor Spending and Economic Impact 
Economic Impact (Jeong et al., 2015) 
2016 Sep 55 7 Does It Pay to Be Green? The Case of French Ski Resorts Ecotourism (Goncalves et al., 2015) 
2016 Sep 55 7 
Travel as Relationship Therapy: Examining the Effect of Vacation Satisfaction 
Applied to the Investment Model 
Health & 
Wellness 
(Durko & Petrick, 2015) 
2016 Sep 55 7 
Heritage Site Visitation and Attitudes toward African American Heritage 
Preservation: An Investigation of North Carolina Residents 
Heritage Sites (Benjamin et al., 2015) 
2016 Sep 55 7 
Cocreation as Moderator between the Experience Value and Satisfaction 
Relationship 
Experience (Prebensen et al., 2015) 
2016 Sep 55 7 Modeling Caribbean Tourism Demand: An Augmented Gravity Approach Tourist Demand (Lorde et al., 2015) 
2016 Sep 55 7 
A Longitudinal Multilevel Model of Tourist Outbound Travel Behavior and the 
Dual-Cycle Model 
Economic Impact (Wong et al., 2016) 
2016 Nov 55 8 
Acceptance of Life-Threatening Hazards among Young Tourists - A Stated 
Choice Experiment 
Security & Safety (Sarman et al., 2015) 
2016 Nov 55 8 
Understanding the Impact of Negative and Positive Traveler Reviews 
Social Influence and Price Anchoring Effects 
Social Media (Book et al., 2015) 
2016 Nov 55 8 The Benefits of Similarity between Tourist and Destination Personality Destination (Bekk et al., 2015) 
2016 Nov 55 8 Impacts of Peer-to-Peer Accommodation Use on Travel Patterns Experience 




Year Mth Vol Iss Paper Subject Author 
2016 Nov 55 8 Drivers of Destination Competitiveness in Tourism: A Global Investigation 
Destination 
Competitiveness 
(Knežević Cvelbar et al., 
2015) 
2016 Nov 55 8 Sources of Variation in Economic Impact Multipliers Economic Impact (Crompton et al., 2015) 
2016 Nov 55 8 Tourism Destination Image: Conceptual Problems and Definitional Solutions Destination Image (Lai & Li, 2015) 
2016 Nov 55 8 
The Nutella Project - An Education Initiative to Suggest Tourism as a Means to 
Peace between the United States and Afghanistan 
Tourism & 
Politics 
(Durko & Petrick, 2015) 
2016 Nov 55 8 
Agritourism, Farm Visit, or . . . ? A Branding Assessment for Recreation on 
Farms 
Agritourism (Barbieri et al., 2015) 
2015 Jan 54 1 100 Innovations That Transformed Tourism Technology (Hjalager, 2013) 
2015 Jan 54 1 Evaluating Destination Advertising 
Destination 
Advertising 
(Stienmetz et al., 2013) 
2015 Jan 54 1 
Tourism Entrepreneurship Performance: The Effects of Place Identity, Self-
Efficacy, and Gender 
Entrepreneurship (Hallak et al., 2013) 
2015 Jan 54 1 
Using a Trade Market Analysis Technique to Refine Measurements for Economic 
Impact Analysis of Special Events 
Impact Analysis (Warnick et al., 2013) 
2015 Jan 54 1 The Influence of Tourism Innovativeness on Online Consumer Behavior Innovation (Couture et al., 2013) 
2015 Jan 54 1 Seniors’ Travel Constraints and Their Coping Strategies Special Needs (Kazeminia et al., 2013) 
2015 Jan 54 1 
Perceived Destination Image: An Image Model for a Winter Sports Destination 
and Its Effect on Intention to Revisit 
Destination Image (Hallmann et al., 2013) 
2015 Jan 54 1 Luxury Cruise Travelers: Other Customer Perceptions Cruise (Hyun & Han, 2013) 
2015 Jan 54 1 
Tourist Perceived Value, Relationship to Satisfaction, and Behavioral Intentions: 
The Example of the Croatian Tourist Destination Dubrovni 
Tourist Value (Pandža Bajs, 2013) 
2015 Mar 54 2 The Managerial Gaze: The Long Tail of Tourism Education and Research 
Tourism 
Management 
(Airey et al., 2014) 
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Year Mth Vol Iss Paper Subject Author 
2015 Mar 54 2 
Do Satisfied Tourists Really Intend to Come Back?: Three Concerns with 
Empirical Studies of the Link between Satisfaction and Behavioral Intention 
Destination 
Loyalty 
(Dolnicar et al., 2013) 
2015 Mar 54 2 Happiness and Outdoor Vacations Appreciative versus Consumptive Tourists Tourist Type (Bimonte & Faralla, 2013) 
2015 Mar 54 2 Seasonal Employees - The Link between Sense of Community and Retention Tourist Workers (McCole, 2013) 
2015 Mar 54 2 Does Tourism Growth Influence Economic Development? Economic Impact 
(Cárdenas-García et al., 
2013) 
2015 Mar 54 2 Homeland Entitlement: Perspectives of Israeli Domestic Tourists 
Domestic 
Tourism 
(Singh & Krakover, 2013) 
2015 Mar 54 2 
Segmenting Markets by Bagged Clustering: Young Chinese Travelers to Western 
Europe 
Segmentation (Prayag et al., 2013) 
2015 Mar 54 2  Ecotourism (Tkaczynski et al., 2013) 
2015 May 54 3 Tourism Risk and Uncertainty: Theoretical Reflections Tourism Risk (Williams & Baláž, 2014) 
2015 May 54 3  Destination Brand (Nicolau & Mas, 2014) 
2015 May 54 3 




(Papadimitriou et al., 2013) 
2015 May 54 3 Planning as a Coping Response to Proposed Tourism Development Host Tour (Jordan, 2014) 
2015 May 54 3 
Communicating Hurricane Evacuation to Tourists: Gender, Past Experience with 




2015 May 54 3 
Effects of Interpretive Guiding Outcomes on Tourist Satisfaction and Behavioral 
Intention 
Tour Guides (Huang et al., 2014) 
2015 May 54 3 The Impact of Holiday Trips on Life Satisfaction and Domains of Life Trip Satisfaction (Pagán, 2014) 
2015 May 54 3 
The Influence of Remoteness and Isolation in the Rural Accommodation Rental 
Price among Eastern and Western Destinations 
Destination Type 
(Santana-Jiménez et al., 
2014) 
2015 May 54 3 
Understanding Residents’ Perception Changes toward a Mega-Event through a 
Dual-Theory Lens 
Mega Events (Li et al., 2014) 
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Year Mth Vol Iss Paper Subject Author 
2015 Jul 54 4 Measuring Emotions in Real Time: Implications for Tourism Experience Design 
Travelers 
Emotions 
(Kim & Fesenmaier, 2014) 
2015 Jul 54 4 
Developing Climate Change Maps for Tourism: Essential Information or 
Awareness Raising? 
Weather (Becken et al., 2014) 
2015 Jul 54 4 The [Limited] Impact of Weather on Tourist Behavior in an Urban Destination Weather (McKercher et al., 2014) 
2015 Jul 54 4 Authentic Concepts: Effects on Tourist Satisfaction 
Tourist 
Satisfaction 
(Engeset & Elvekrok, 
2014) 
2015 Jul 54 4 Developing Dementia-Friendly Tourism Destinations: An Exploratory Analysis Special Needs (Page et al., 2014) 
2015 Jul 54 4 
Measuring Tourists’ Emotional Experiences: Further Validation of the 
Destination Emotion Scale 
Tourist Emotions (Hosany et al., 2014) 
2015 Jul 54 4 
Measuring Users’ Value Experience on a Travel Website (e-Value): What Value 
Is Co-created by the User? 
Online (Mohd-Any et al., 2014) 
2015 Jul 54 4 Adapting to the Internet Trends in Travelers’ Use of the Web for Trip Planning Online (Xiang et al., 2014) 
2015 Jul 54 4 
Localizing Cultural Values on Tourism Destination Websites - The Effects on 
Users’ Willingness to Travel and Destination Image 
Online (Tigre Moura et al., 2014) 
2015 Jul 54 4 
Using Chinese Travel Blogs to Examine Perceived Destination Image - The Case 
of New Zealand 
Social Media (Sun et al., 2014) 
2015 Sep 54 5 The Disciplinary Foundations of Tourism Research 1980-2010 
Tourism 
Overview 
(Crouch & Perdue, 2014) 
2015 Sep 54 5 




(Weaver et al., 2015) 
2015 Sep 54 5 The Role of Social Media in International Tourist’s Decision Making Social Media 
(Schroeder & Pennington-
Gray, 2014) 
2015 Sep 54 5 
The Effects of Social Influence and Cognitive Dissonance on Travel Purchase 
Decisions 
Travel Decisions 




Year Mth Vol Iss Paper Subject Author 
2015 Sep 54 5 A Meta-Analysis of International Tourism Demand Elasticities Tourist Demand (Peng et al., 2014) 
2015 Sep 54 5 
Differentiating Subjective and Objective Attributes of Experience Products to 
Estimate Willingness to Pay Price Premium 
Travel Decisions (Adhikari, 2014) 
2015 Sep 54 5 
How Does Emotional Solidarity Factor into Visitor Spending among Birders in 
the Lower Rio Grande Valley of Texas? 
Travel Decisions (Woosnam et al., 2014) 
2015 Sep 54 5 Exploring the Constraint Profile of Winter Sports Resort Tourist Segments Sports Travel (Priporas et al., 2014) 
2015 Sep 54 5 
A Multimethod Multilevel Study of Heritage Transmission - The Role of Culture 
on Tourist Interest and Authenticity 
Culture (Wong, 2014) 
2015 Nov 54 6 Going Mobile - Defining Context for On-the-Go Travelers Online (Lamsfus et al., 2014) 
2015 Nov 54 6 Three Tales of a City - Stakeholders’ Images of Eilat as a Tourist Destination Destination Image (Stylidis et al., 2014) 
2015 Nov 54 6 
Rural Tourism Development - Tackling a Culture of Local Nonparticipation in a 
Postslavery Society 
Nature (Nicely & Sydnor, 2014) 
2015 Nov 54 6 
The Effect of Place Attachment on Pro-environment Behavioral Intentions of 
Visitors to Coastal Natural Area Tourist Destinations 
Nature (Tonge et al., 2014) 
2015 Nov 54 6 
Facilitation of the SUS-TAS Application with Parsimony, Predictive Validity, 
and Global Interpretation Examination 
Sustainability (Zhang et al., 2014) 
2015 Nov 54 6 
Cultural Differences in Pictorial Destination Images - Russia through the Camera 
Lenses of American and Korean Tourists 
Destination Image (Stepchenkova et al., 2014) 
2015 Nov 54 6 Muslim Tourist Perceived Value in the Hospitality and Tourism Industry Religion (Eid & El-Gohary, 2014) 
2015 Nov 54 6 Length of Stay at Multiple Destinations of Tourism Trips in Brazil Trip Duration (Santos et al., 2014) 
2015 Nov 54 6 
Driving an Unfamiliar Vehicle in an Unfamiliar Country - Exploring Chinese 
Recreational Vehicle Tourists’ Safety Concerns and Coping Techniques in 
Australia 
Safety & Security (Wu, 2014) 
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Appendix 5: Data Processing Stages 
1. Raw data 
The raw data set comprises sale transaction records and flight information from the 
period 19-24 October, 2015, in three Excel files: 
1. Trx_19-Oct-2015 to 24-Oct-2015.xls: sale transaction records,  
2. DDF_DXB_Oct2015(05-01-16).xlsx: flight information  
3. Walking distance CA_CB_CC.xlsx: walking distance between purchase store 
and passenger departure gate.  
 
2. Data importing 
This raw data was manually converted from an xlsx file to a csv file and then imported 
into MYSQL with JDBC. Each transaction and flight record was matched and assigned 
a primary ID, i.e. ‘sales2015.flightid = flight2015.primaryid.’ 
3. Cleaning rules: 
Records of the raw data were cleaned and joined by the following rules: 
A. Amount rules: 
1. for each record, card_amt + cash_amt+other_amt = total_amt 
2. for records with the same trx_id, their total_amt must match the sum of the 
individual transactions. 
B. Flight rules: 
the flight code of each transaction record must exist in the file 
 “DDF_DXB_Oct2015(05-01-16).xlsx”  
C. Join rule:  
The flight date and flight code of a transaction must be the same as the flight 
number and scheduled date of a flight. 
D. Seat Number rule: 
A passenger ID is composed of date, flight code and seat no, for example, '27-




4 Data Pre-processing 
To reduce time cost during analysis, some important information was calculated 
beforehand.  
A. If the ‘logical date’ of a sale transaction is different from a normal calendar date, 
it cannot be used as a transaction date (trx_date) directly. The airport ‘day’ 
comprises three shifts, each of eight hours and runs from 23:00–23:00. Thus, if 
the transaction time is between 23:00 and 00:00, then trx date = logical date - 
one day, else trx date = logical date. Transaction date and transaction time are 
merged as transaction date-time. 
B. Time available to shop is the time period between transaction date-time and the 
actual departure time of the corresponding flight: this was pre-calculated for 
each transaction. 
C. For records with the same trx_id, if sum (dept_amt) > total_amt, these 
transactions are considered as promotional: a promotion_flag denotes this 
information. 
D. The information from the three tables, sales2015, flight2015 and 
walking_distance were merged into a single table, sale_flight_walk. 
E. As several hypotheses concern second transactions, the records of passengers 
who shopped more than once were inserted into the table sale2_flight_walk. 
F. Actual flight departure time was taken from DXB flight records. 
 
5. Summary of tables in MYSQL database 
• sales2015: the DDF sales data with an ID of flight information 
• flight2015: flight information with generated primary ID and sourced for actual 
flight departure times 




• wrong_sales2015: wrong records4 which can be eliminated  
• store: store ID, store name, concourse and an estimate of time spent on the sale 
(based on an internal DDF survey) 
• sale_flight_walk: merged table with transaction records, flight, walking distance, 
and any promotional transactions flagged 
• sale2_flight_walk: As several hypotheses concern second transactions, records 
of passengers who shop more than once are inserted into this table 
• walking_distance_s2s: walking distance from one store to another store 
(calculated for each passenger) 






                                                 
4 Wrong records would include anomalies such as sales with no value or item code found during the 
system reconciliation process. 
